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Rough Proofs 


A Callaway Towel Salon is to be 
sstablished shortly at Miami Beach. 
is it possible this is just some bright 
idvertising man’s idea of a bath 
oom? 

ae 


Only thirty-two names of adver- 
‘ising men are listed in the current 
edition of “Who’s Who.” However, 
they do very much better with the 
income tax division of the Internal 
Revenue Bureau. 


 vF 


The editors of “Who’s Who” seem 
still to be living in the dear dead 
days when the only way to achieve 
fame involved becoming a preacher, 
a professor or a politician. 


7 Soe 
Now that the boys of the Ameri- 


cided to settle some of their more 
pressing problems with right hooks 
and left crosses, it’s too bad they 
couldn’t have arranged to have the 
bouts refereed by Westbrook Peg- 
ler. 
i 

C. F. Meals is advertising man- 
ager of the California Walnut 
Growers’ Association, but this 
doesn’t mean that he insists on the 
product being consumed at _ the 
table. 


. = 


An ADVERTISING AGE writer thinks | 


the beautiful silk-clad legs now dis- 
played by Marshall Field mark the 
passing of an era. But maybe they 
only indicate the obsolescence of 
lisle and limbs. 

= = 

‘“American business,” 
business educator, “has nothing to 
fear from an intelligent consumer 
movement.” 

But there’s always a difference of 
opinion as to just what constitutes 
intelligence, 

- a 

A Wisconsin druggist has been 
told by duly constituted authority 
that he can’t give away a daily 
cash prize. Apparently such open- 
handed largess is now to be re- 
stricted exclusively to your Uncle 
Sam. 

*? ¢ 


When a “world famous commen- 
tator” says he suspicions something 
or other, his radio audience quickly 
suspects there may be several other 
things he’s in the dark about. 

, + v 

Then there’s the golf player who’s 
trying to convert his reputation into 
business because “this common 
ground should enable you and I to 
hove an interesting conversation.” 
What about—tee shots or pronouns? 

fn we 


Vith Frank Braucher back in the 


Magazine business, is it too much 
tc expect that the publishers are 
finally to get the low-down on a 
8' ghtly competitive medium? 
~~ =. 

t used to be “all wool and a 
y rd wide,” but in the shopping 
nN wspaper field the zenith is 
reiched with “nation-wide hand- 
d 


ivered door-knob coverage.” 
es = 


n 1914 the United States con- 
S.med 66 million barrels of beer, 
aod in 1940, with a lot more dry 
Oats to irrigate, the total was 
ly 52 million barrels. Those Wis- 
isin milk bars certainly started 
mething. 
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Copy Cus. 


” |American Home 


reassures a 


U. S. to Investigate 
Consumer Reaction 
fo Grade Labeling 


Department of Agricul- 
ture Move Seen as Prel- 
ude to New Push 


Washington, D. C., Nov. 20.—A 
frontal attack on the grade labeling 
problem by the government is seen 
here as the result of the announce- 
ment last night that the Agricul- 
tural Marketing Service of the 
Department of Agriculture plans to 
'study consumers’ opinions on grade 
| labeling of canned food products. 
The study will be 


number of large cities under the 
direction of Dr. Alice B. Edwards 
formerly executive secretary of the 
Economics Asso- 
ciation, whose appointment to the 
post was also announced today. 
Several universities will cooperate. 

At selected retail food stores 
cooperating in the study, consumers 
who purchase government grade- 


| labeled canned foods will be handed | 


| ° . . 

'a questionnaire. Through the in- 
formation obtained from these ques- 

| tionnaires, 


/sources, the Service hopes to deter- 


ucts consumers buy, and whether 
| the housewife was satisfied wi h the 
‘quality of the government-graded 
canned products and would pur- 
ichase them again. 


Five Plants Inspected 


of canned foods have helped con- 
sumers to identify quality and to 
pay on the basis of quality,” the 
Department’s announcement of the 
survey said. “The grade-labeling 
program has received an additional 
impetus through the ‘continuous 
inspection’ service recently inaugu- 
rated on an experimental basis by 
the Department of Agriculture. 
Under agreements with five canning 
concerns—two in California, one in 
western New York, one in Michi- 
gan, and one in Florida—the entire 
pack is inspected at each step of 
the canning process by federal 
inspectors. A large part of the 
season’s pack carries 
consumers such Officially certified 
designations on the labels as U. S. 
Grade A, U. S. Grade B, and U. S 
Grade C. 

“The opinions of consumers who 
buy canned products bearing the 
government grade designations will 
have an important bearing on the 
future course of ‘continuous inspec- 
tion.’ Miss Edwards, who will direct 
the survey and correlate the find- 
ings, has had extensive experience 
in teaching at several colleges and 
universities, and holds the degree of 
Doctor of Education from Columbia 
University. Her appointment be- 
comes effective Nov. 23.” 

Miss Edwards has participated in 
numerous conferences dealing with 
merchandising. She represents the 
American Association of University 
Women on the National Consumer- 
Retailer Council. 


conducted | 


ost Waiaeatin of tates tae dhe \during the next few months in a| 


as well as from other | 


mine the kind of canned food prod- | 


“Simple grade terms on the labels | 
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1 
TESTS OFFERS DETROI | 


— | Tax Saving Ca 


CASHMERE BOUQUET 
‘i ‘COLD CREAM! 


ie for CLEANSING 


oor 
Basis for Enlarging Budget 


New York, Nov. 19.—The hottest Chicago, Nov. 20.—Strong senti- 
|subject of discussion in advertising| ment against the use of the excess 
circles here this week appeared to| profits tax law as an argument in 
be the new excess profits tax law,|favor of buying additional adver- 
land the encouragement which it! tising at “bargain prices’’ was voiced 
|seems to give to an expansion of|by advertising agency principals 
|advertising budgets. throughout the country this week 
| Close study of the law reveals|in answer to a telegraphic query 
ithat advertisers will be able to|from ADVERTISING AGE. 
jreduce their excess profit levies! While few agency heads were 
\from one-fourth to three-fifths by | willing to be quoted, expressions of 
stepping up promotion expenditures. | opinions received by ADVERTISING 
Treasury Department officials have| Ace showed that there is almost 
‘always permitted deductions for | unanimous opposition to the use of 
| Cashmere Bouquet face powder are being advertising as a legitimate business the tax as a lever” to pry more 
| tested in upstate New York newspapers. @Xpense, and in the absence of spe- advertising out of clients, the con- 
(Story on Page 4.) cific mention in the new statute it|sensus being that any approach 
is believed this policy will continue | which places advertising on the 


Sgches- 


OFFERED FOR LIMITED TIME ONLY AT ALL 
BINGHAMTON TOILET GOODS COUNTERS 


Three different combination offers with 


ito be followed. | bargain block as a means merely of 
Old Gold Account | The chief problem resulting from | avoiding taxes will work irreparable 
| the revelation that advertising can | har advertisi 


harm to advertising. 
be bought at what amounts to a Advertising is a legitimate, profit- 
substantial discount is: Will extra) producing weapon that should be 
advertising to reduce or avoid ex-| sold on its merits, and in no case 


Goes to Thompson; 
cess profit taxes be regarded as|degraded by a bargain or evasion 
unpatriotic and contrary to the best | approach, these agency heads de- 
l & M Keeps Others interests of the defense program? |clared. The general sentiment was 
. succinctly stated by W. C. D’Arcy, 
Revenue Relatively Small D'Arcy Advertising 
New Lorillard King- In answer to this possible charge, |Company, who said: 
. . it was pointed out here this week : _ 
size Smoke Christened |that revenue raised by the profits & Gerry State 
""Beech-Nut'’ tax will not exceed $500,000,000 — advertising has to be sold on 
‘or 5 per cent of the annual defense | the basis that it will receive some 
New York, Nov. 20. — Another appropriation. This ratio can only | credit by tax evasion then it has 
million dollar account ‘eft home this | b€ increased by raising the national no excuse for existence. It is a sad 
|week when P. Lorillard Company | income, and it is argued that commentary on advertising progress 
‘transferred advertising of Old Gold expanding business and thus rais- | if we have to stop and make eva- 
\cigarets from Lennen & Mitchell to|ing the national income can best |sions a logical basis for the use of 
'J. Walter Thompson Company, ef-| be achieved by increasing advertis- | any kind of promotional power. 
fective Jan. 1. , ing expenditures. Those who interpret advertising on 
Advertising of all other Lorillard Thus it is contended that more | this premise do not belong, because 
products, including the new king- advertising is not only patriotic, but | they have no appreciation for what 
size brand to be introduced shortly, |also the constructive thing to do in | advertising really can do. 
Sensation and Deities cigarets, Mu- | helping to solve the nation’s prob- Much the same sentiments were 
riel cigars and Briggs, Friends and|lems. Another point that has been | voiced by H. A. Batten, president, 
Union Leader tobacco, will remain |™Made is that income received from N. W. Ayer & Son, who said: 
under the direction of Lennen &| advertising by all media is taxable| “The excess profits law will in 
Mitchell, according to H. A. Kent,|at that point. my opinion increase advertising 
Lorillard vice-president. Regarding the permissibility of | appropriations, but I do not believe 
Mr. Kent also disclosed that the | deducting advertising expense be- | it is sound practice to urge clients 
king-size cigaret will be called|fore calculating profits, students of | to increase advertising merely on 
Beech-Nut. Lorillard has owned/the subject are almost unanimous |the basis of saving taxes. If an 
this trademark for tobacco for some |in voicing the belief that no ques- | advertising investment for the fu- 
years, but has never advertised it. tions will be asked by the Treasury | ture can be made as an integral part 
Lennen & Mitchell acquired the|on that score. On the other hand, | of general plans which are equally 
Lorillard account early in 1925, and | it is believed that an employe rela-|future-minded, then it is sound 
its hold has been unbroken until| tions program which involved the | practice to buy that advertising at 
now. Since Old Golds were not in- | installation of new lockers at a fac- 4 discount. But advertising does not 
troduced until 1926, no other agency | tory would be regarded as a capital |exist by itself apart from other 
(Continued on Page 35) 33) activities of the business, and if 
bargain values are the only argu- 
ment, then increases are not sound 
practice. 
“I do not foresee any immediate 


© 
Last Minute News Flashes 
possibility of a change in govern- 


Hummert Request on Music Not Received ment policy which would prohibit 
Washington, D. C., Nov. 22.—-The much publicized letter of Frank tax deductions for what might be 

Hummert proposing intervention of the Federal Communications Com- considered unnecessarily extonesve 

mission in the ASCAP-radio music controversy has not been received advertising. 

by the Commission, ADVERTISING AGE was informed today, making action 

by that body impossible. Even if the Hummert letter or a similar re- 

quest is received, FCC action is considered improbable. 


president of 


(Continued on Page 


Advertising Up Anyhow 


“None of our accounts has sug- 
gested considering an increase in 
° “— . advertising to avoid excess profits 
National Coal Association to Start Campaign taxes,” aired a top pace Dt of 
Washington, D. C., Nov. 22.—The National Coal Association voted |a leading 4 A’s agency. “We have 

at a meeting this week to launch a national promotion campaign, follow- | not suggested it, either. Actually, 
ing approval of a program submitted by Arthur Kudner, Inc., based on | plans for 1941 have been under dis- 
a survey made for the association. Details are not completed, but the|cussion for several months, and 
drive will feature advances in mining efficiency and safety as well as|with one exception every one of 
progress in processing, marketing and utilization of coal. |}our accounts will spend more money 
next year. In each case, however, 
the appropriation has been planned 
with a view to what the situation 
requires from a merchandising 
standpoint, and not for the purpose 
of reducing profits and thus saving 
taxes. From our standpoint, that is 
. ° the sound way to plan advertising.” 
Richards Leaves Pabst for Litho Field An officer of another large na- 
Chicago, Nov. 22.— Walter W. Richards has resigned as assistant| tional agency said that he thought 
advertising manager of Pabst Brewing Company, effective Dec. 1, to| considering advertising in the light 
become sales promotion manager of Snyder and Black, New York| of the tax situation was both logical 
lithographer. Mr. Richards spent seven years with Pabst. and reasonable, but that in their 


Bulk of Bauer & Black Account to Thompson 


Chicago, Nov. 22.—Bauer & Black has appointed J. Walter Thomp- | 
son Company, Chicago, for its entire line, with the exception of Blue Jay 
corn plasters, which remain with Ruthrauff & Ryan, New York. M. V. 
Wieland will be account executive. 


we io i 
3 


"* ek 5 ‘ ape = ; oe x Jy = F 
ae et a ae Cae Gh i my Cy Se “4 ' ~ “i an” ¥ 
eligi 
mt 
= se 
ae 
a 
Ros ey 
ters 
eee As 
ark 
i ee ee "7 a 
. San , 
fe 
| i ig 
po 4 
. 
a * 
ae 
; ae 
a zx ¥ 
ae 
ee ‘ 
| 
, se 4 sy i 
sin 
: - 
ae 7 
j % 
a 
as - 
a 
a 
A ee. 
én a 
eo 
= 
oars, 
< at 3 
a et 
| he 
a eee at 
oe 
ee a. 
gas 
ee | 
car 
a 
3 - 3 i 
ene 
a: oe 
’ _ 
a 
” 
i 
Ha = 
aici 
ee 
to 
Pa 
_ 
. of 
ta 
. } 
i i 
. 
” ee 
~ es 
ae 
“a = 
ey : 
cad b 
v RN 
| ae 
Ee: 
Bull "9 ; 
a. 
ps ¢ . 4 . ’ “ ¥ em 
2 . 3 “I * ’ , * . Uy , - / n ¢ 7 
“ 2 ple as . * : a nies ol = P - -s s : A ~ rll } < cae = t - : , a led » pa 
Po 7 tae “" : wir * ; ee. Ts ~ \ “ we ot ted - ; ¥ ~. <4. is ie . 2 eA 
% fie a aes x = * 4 “LE UAB ey BA ae S ‘ i Pkt pe leon oy Lt Pee > z ee x if i te Boe he oy 


a 


2 


ADVERTISING AGE 


November 25, 1940 


agency the subject had not been 
mentioned either by its principals 
or by clients. 

“The agency: must make its 
recommendations entirely with a 
view to profitable investment of 
advertising funds,’ he explained. 
“It would put us in a very weak 
position to try to justify advertising 
merely in terms of tax savings. 
Actually, we have few clients who 
are over-spent as far as advertising 
is concerned; in most cases the 
advertising appropriations are far 
below what should reasonably be 
done from the standpoint of compe- 
tition and sales opportunities. Thus 
we feel that we have ample oppor- 
tunity to build up advertising 
appropriations on the basis of 
legitimate business requirements, 
rather than to offer’ increased 
advertising as a _bargain-counter 
proposition.” 


Most Underspend 


An indication that this viewpoint 
is held generally throughout the 
country came from Emil Brisacher, 
head of Brisacher, Davis & Staff, 
San Francisco. “I believe that the 
excess profits law will increase 
expenditures of a goodly proportion 
of advertisers now just as it did 
previously,” he wired. “Since the 
average advertiser underspends it 


| will be the exception rather than 


|the rule where additional advertis- 
ing becomes a tax evasion measure. 

“While it may be entered into on 
that basis as a matter of fact it will 
enable a good advertising job to be 
done for the first time. 

“I doubt that government policy 
will prohibit tax deductions because 
| the added amount of advertising 
|will increase sales, provide added 
|employment and eventually produce 


j}even greater profits which will be | 


beyond the ability of the advertiser 
to put back in toto into additional 
advertising. That’s what I found 
happened during the last war in 
several instances.” 


Fairchild Names Lasky 

Emery P. Lasky has been ap- 
pointed advertising director of 
Daily News Record, succeeding Mil- 
ton Adler. Mr. Lasky has been 
associated with Mr. Adler for most 
of the 10 years that he has been 
with Fairchild Publications, New 
York. 


Krampf Joins Wheelock 

Charles Krampf, formerly with 
Lawrence Fertig & Co. and pre- 
viously with Brown & Thomas 
Advertising Corporation, has been 
appointed production manager of 
Ward Wheelock Company, New 
York. 


Women Ready fo 
Fight for Serious 


Music on Radio 


But Field Studies Indi- 
cate It Has Little Appeal 
to Masses 


New York, No. 20. — Implying 
that radio sponsors and broadcast- 
ers are not furnishing listening 
audiences with as much serious mu- 
sic as the latter would like, the 
Women’s National Radio Committee 
this week disclosed plans for an 
extensive survey to determine 
whether there is a demand for more 
than the “limited percentage of se- 
rious music” now on the air. 

Immediately after her re-election 
to the chairmanship of the commit- 
tee Mme. Yolanda Mero-Irion out- 
lined the scope of the fact-finding 
project, remarking that “our com- 
mittee sincerely believes that the 
radio public would welcome a 
larger percentage of serious music.” 

“We shall guard against all lead- 


Here's real influence! 


of lowa’s urban 


lumbermen 


read ONE newspaper 


If you're selling lumber or building material, remember that 
four out of five of YOUR DEALERS and THEIR CUSTOMERS 
in Urban Iowa read ONE newspaper—The Des Moines Sunday 


Register. 


No other newspaper, or combination of newspapers, covers the 
Iowa lumber market so thoroughly and inexpensively. Here, new 
home dwelling permits for the first 9 months of 1940 increased 25% 
(U. S. average 13%). 


You get BOTH dealer and consumer influence at the lowest 
milline rate in Iowa in The Des Moines Register and Tribune. 


The wa, Register and Tribune 


353,285 Sundsy—Milline 1.70 E 
"Write for the new survey booklet ‘The Influence of Your lowa Advertising. 


Aerie “is a he 


310,201 Daily—Milline 1.61 


x= ae 
ae 


ing questions,” she added, “and 
shall make every possible effort not 
to impress our own point of view 
upon those who cooperate in the 
survey.” The membership of 24 na- 
tional organizations affiliated with 
the committee as well as “repre- 
sentative radio listeners” in all 
states and in all economic levels 
will be covered, she said. 


Cites Record Sales 


Mme. Irion emphasized the “mount- 
ing appreciation of the American 
people for good music,” as evidenced 
by the sale of 7,000,000 phonograph 
records of musical compositions in 
1934-35, compared with 50,000,000 
such records sold in 1939. The per- 
centage of musical broadcasts, how- 
ever, dropped from 61.4 per cent in 
1932 to 52.45 per cent in 1939, she 
declared. 

With respect to “serious” music, 
Mme. Irion cited an FCC report in 
1938 which placed the proportion 
at 6.75 per cent of all broadcast 
time. She commended the CBS, 
Mutual and NBC networks, as well 
as Station WQXR, “for the fine sus- 
taining musical programs they of- 
fer,” and expressed the conviction 
that sponsors “might emulate their 
example with both prestige and 
profit to themselves.” 

Commenting on the views ex- 
pressed by the women’s committee, 
radio men recalled recent studies of 
listeners’ program preferences, no- 
tably those conducted by Professor 
H. B. Summers of Kansas State 
College, Elmo Roper and Dr. Ken- 
neth H. Baker of the University of 
Minnesota. The findings of all three 
projects, sponsored by CBS, indi- 
cated comparatively low ratings for 
classical music. 


Not So Popular 


On the basis of more than 14,000 
radio homes in Iowa and Kansas, 
Professor Summers reported news 
broadcasts, comedians, audience 
participation, popular music and 
variety shows ranking in that order 
in popularity in both Iowa and 
Kansas, while classical music stood 
tenth in the list of 16 subjects in 
Kansas, and thirteenth in Iowa. 

Interviewing more than 500 indi- 
viduals in about 200 carefully se- 


lected radio homes in the Minne- 
apolis area, Dr. Baker found much 
the same results. His report showed 
classical music ranked as fourth 
choice among 13 types of program 
for Sunday daytime broadcasts, 
eighth choice for Saturday daytime 
and weekday evenings, and eleventh 
choice for weekday daytime listen- 
ing. 

Mr. Roper interviewed about 1,- 
200 people in six Eastern and Mid- 
western cities (Baltimore, St. Louis 
New Brunswick, Lorain, O., Spring- 
field, Mass., and Des Moines) ask- 
ing about the same 13 progran 
types and the same times of radi 
listening except for weekday eve 
nings. His findings showed tha 
classical music ranks seventh o: 
weekdays, eighth on Saturdays an 
fourth on Sundays. 

Another pertinent observation of 
fered by radio men was the fou 
per cent Crossley rating given th 
Toscanini NBC broadcasts, com 
pared with the high ratings for Jac} 
Benny and Charlie McCarthy. | 
was also pointed out that the rat 
ings of the latter two have move: 
upward while the Cities Service an: 
Firestone programs, both contain 
ing a goodly measure of seriou 
music, have slid. 


Goodrich Appoints 
Cozzens Ad Manager 


George Cozzens who for some tim« 
has been advertising manager oi! 
the Associated Tire Lines of the 
B. F. Goodich 
Company, has 
been appointed 
advertising man- 
ager of the Good- 
rich Tire Di- 
vision, succeeding 
Frank T. Tucker 
who has become 
director of adver- 
tising. Tucker 
succeeds Philip 
Cc. Handerson, 
who has held 
that post for 
nearly 10 years. 

Handerson will 
return to advertising agency opera- 
tions in Cleveland. He formerly 
was associated with the Griswold- 
Eshleman Company, of Cleveland. 


George F. Cozzens 


“ONE HORSESHOE IS GOOD LUCK 
—But a Load of Horseshoes is Nothing 


but Junk”. 


But—if you have enough junk and sell it at good prices you will end 


with good profits—and that is good luck, and good management. 


Believing that chief executives would be interested in a service tha! 
offered maximum returns for junk—‘“salvage materials’"—The James 
Flett Organization of Chicago, ran a one-column test advertisemen! 
(“More Money for Scrap”) in June, 1940 Dun’s Review. 


Under date of October 1, 1940 Mr. James Flett writes: 

“We received sixteen inquiries that we can identify as coming fro! 
this advertisement, and from the sixteen inquiries we were abl« 
secure two customers. These two customers, in the course of the peri 
covered by the contracts they have made with our Company, will { 


about twenty times the cost of the advertisement... .” 


This experience demonstrates again that chief executives of large « 
panies are responsive to basic appeals affecting their businesses. | 
dence of other successes are available in reprint form: “Presidents ! 
Read and Write,” “95 Business Replies in 17 Days,” and “87 Execut 


Replied to R. A. Advertisement.” 


Also available are reprints defining the fundamentals of selling 
executives: “The Care and Feeding of Presidents;” (Go to execut! 
with decisions, not for decisions; go to executives with fundamen: 
not with details) ; “What is the Most Important Nut on a Locomotiv« 


and “Executive Publications—Market—F unction—Values.” 


Sample copy of the magazine; circulation breakdown, by titles, type 4’ 
size of businesses; above reprints, etc., will be sent to those inquiring 


business letterheads. Dux’s Review, 290 Broadway, New York, ®. 


—Credited to MARK TWAIN 
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IGHEST 


MARKET 4 
in the wo RL y fe ! 


ge people are good customers. There's no doubt 
about that. We can admit this fact freely, be- 
cause The American Weekly reaches more families 
with incomes of over $5,000 than any other maga- 
zine published. 


But this fact doesn’t fool us — and it shouldn't fool you. There 
just aren't enough rich families, even in the United States. 


lt takes millions of buyers rather than millionaires to make up the 
richest market in the world. 


(nd most of the buying in this country is done by people who 
never heard of Dun and Bradstreet. 


What the Government's figures show 
|. there any question about it? Government figures show that the 
families with incomes of $20 to $40 a week ($1,000 to $2,000 
\ear) spend a total ten times as great 


good reputation for honesty: people who are able to use their 
credit and buy out of income. 


Maybe this is news to you—but it’s no news to the automobile in- 
dustry. It manages to sell over 3,000,000 new cars a year. 


It's no news to the electric refrigerator industry, which now has 
more than 14 million of its products in use in American homes. 
This figure, incidentally, is twice as large as the total number of 
families with incomes of $2,000 and over. 


That's why The American Weekly is important 


This mighty magazine reaches more families in every income clas- 
sification than any other magazine published. 


It reaches them in the richest buying areas, where $4 out of every 
$5 are earned and are spent. 


It reaches a market with a bigger annual purchasing power than 
the TOTAL of all the billions America 


s families with incomes of $20,000 


vear. 


he real buying families are, in other 


te 


ords, the great American public — 


a Cock-A-Doodle-Doo! 


Beginning January 5, The American Weekly will be distrib 
uted with the Philadelphia Record and the Miami Herald 
and thie means the greatest circulation (more than 
7,000,000 A. B.C.) in the history of The Weekly 


has earmarked for defense. 


And it does the job at a cost which 
figures only |, cent per family reached 
even when you buy the largest 


e people with steady jobs and a 


Greatest 
Circulation 
in the World 


magazine page in the world. 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmotive Bivc., Carcaco . . 5 Wixtunor Sovant, Boston Aacave Bioc.. Str. Louts Eotsos Buoc.. Los Axceres 


Heaast Bivc., Sax Francisco 
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The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1938, 1939 and 1940 


AC Spark Plug Co. 
American Cranberry Exchange 
American Tobaceo Co., The 
Amer. Turpentine Farmers Assn, 
Armour & Company 
Associated Distributors, Inc. 
Axton-Fisher Tobacco Co. 
Babbitt, Inc., B. T. 
Bauer & Black 
Borden ( On. 1 he 
Bourjois Sales Corp. 
Bristol-Myers Co 
Brown & Williamson Tobacco Corp. 
Burnham & Morrill Co 
California Fruit Growers Exch. 
California Packing Corp. 
California Walnut Growers Assn. 
Chrysler Corporation 
Chrysler 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 
Concentrated Super Suds 
Halo Shampoo Alek 
Palmolive Soap 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Cudahy Packing Co. 
Davis Company, R. B. 
Dearborn Supply Company 
Doubleday, Doran & Co., Inc 
Edison Gen'l Elec. Appliance Co. 
Elgin National Watch Co. 
Enna Jettick Shoes, Inc. 
Federal Life & Casualty Company 
Fitch Co., The F. W. 
b lorida Citrus Commission 
Ford Motor Company 
Frank & Co., Inc., 5. M. 
General Electric Co, 
General Foods Corp. 
JelLO Post Toasties 
General Mills, Ine, 
Bisquick Kix 
Gold Medal Flour 
General Motors Corp. 
Buick Chevrolet 
Fisher Body Oldsmobile 
Pontiac 
Glover Co., Ine., H. Clay 
Goldman, Mary T., ¢ ompany 
Hecker Products Corp. 
H. J. Heinz Company 


Dodge Bros. 


Hubinger Co., The 
Hormel & Co., Geo. A. 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 
Jergens Co., The Andrew 
Johnson & Johnson 
Johnson, S. C., & Son, Inc. 
Kellogg Company 
All-Bran Pep 
Kenton Pharmacal Co. 
Kleinert Rubber Co., 1. B. 
Knox Gelatine Company 
Kraft Cheese Company 
Kraft Cheeses Parkay 
Miracle Whip Salad Dressing 


Lady Esther Company 
Lambert Pharmacal Co. 
Lamont, if orliss & Co. 
Danya Hand Lotion 
Nestle’s Cocoa and Chocolate 
Pond's Face Creams and Powder 
Lane Bryant 
Lever Bros. Co. 
Lux Soap and Flakes 
Lifebuoy —- Rinso — Spry 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Maiden Form Brassiere Co., Inc. 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 
Minnesota Mining & Mfg. Co 
National Biscuit Co, 
Norge Division, Borg-Warner Corp. 
Norwich Pharmacal Co., The 
Noxzema Chemical Co. 
Ontario Travel & Publicity Bureau 
Packard Motor Car Co. 
Pan American Coffee Bureau 
Paramount Pictures Corp. 
Park & Tilford 
Parker Pen Co., The 
Penick & Ford ( Ltd.) Ine. 
Pepsi-Cola Company 
Pepsodent Co., The 
Perfection Stove Company 
Phenix Food Sales Corp 
Plough, Ine. 
Potter Drug & Chemical Corp. 
Procter & Gamble Co., The 
Drene — Ivory Soap —Teel 
Prudential Insurance Company 
Quaker Oats Company, The 
Ralston Purina Co 
Resinol Chemical Co, 
Reynolds Tobacco Company, R. J. 
Royal Lac e Paper W orks, Inc ° 
Royal Typewriter Company, Ine. 
Schenley Distillers Corp. 
Scholl Mfg. Company 
Scott & Bowne, In« 
Scott Paper Company 
Sheaffer Pen Co. W. A 
Shrimp Canners Nat'l Adv. Assn 
Smith Brothers 
Smith & Corona Typewriters, Inc. 
S.O.5. Company 
Standard Brands, Inc 
Chase & Sanborn Coffee 
Fleischmann's Yeast 
Royal Baking Powder 
Royal Gelatin and Desserts 
Sterling Products, Ine. 
Swift & Company 
Tea Bureau, Ine. 
Union Oil Co. of California 
United Artists Corp. 
United States Rubber Co. 
Van Camp Sea Food Company, Inc. 
Wander Co., The 
Warren Corp., Northam 
Cutex — Odorono 
Wise & Co., William 
Wrigley Co., Wm. Jr 
Young, Ine © W.F. 


Zimmerman, Charles E. 


What $18,000 buys 
in The American Weekly 


A full page in color more than twice the size of any other magazine 
. reaching 6,826,513 families, through 21 great 
Sunday newspapers, at a cost of less than 44 cent per family... the 
attention of the entire family instead of a single buying factor. 


page in the world . . 
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ADVERTISING AGE 


November 25, 1940 


Colgate Scans 
Results of N. Y. 
Test Campaign 


(Picture on Page 1) 


Jersey City, Nov. 19 
Palmolive-Peet Company was en- 
gaged this week in analyzing the 
results of a test campaign to gauge 
the popularity of premiums for 


Colgate- 


Cashmere Bouquet face powder. 
Newspapers in three New York 
cities, Binghamton, Elmira and 


Poughkeepsie, were selected for the 
experiment. 

In Binghamton, a jar of Cashmere 
Bouquet cold cream was offered 
free with a purchase of the powder; 
in Elmira the premium was Cash- 


mere Bouquet lipstick and_ in| 
Poughkeepsie, Cashmere Bouquet | 
perfume. Copy pointed out that 


both products could be purchased | 
for the 25 cents usually paid for one. | 

Two hundred and 300-line inser- | 
tions were used in each paper. | 
Sherman & Marquette, Chicago, is | 
the agency. 


Dasho-Rogers Expands | 

Dasho-Rogers, Inc., Chicago, has 
formed an advertising and publicity 
promotion department under 
direction of Kenneth H. MacArthur. 


URGES STANDARDS 


i 2s fk 
1. 2. 3. 4. 
H 

~ > 7 
3. 6. 7 

© © + 
8. 9. 10. 

Samples of plate register marks now 


widely used, from which it is hoped to 
develop a standard system. 


Standard Marks 
for Registering 


Color Are Sought 


New York, Nov. 19.—A campaign 
to enlist the support of national ad- 
vertisers and agencies in standard- 
izing the register marks for color 
plates used in newspaper printing 
has been launched by the Mechan- 
ical Department of the American 
Newspaper Publishers Association, 
it was learned today. 

Reproductions of ten 
used register symbols 


commonly 
have been 


sociation of Advertising Agencies, 


|marks for register. 


| 
| 


| 


| 
| 
| 
| 


Association of National Advertisers, 
Production Men’s Club of New York 
and other organizations throughout 
the country by W. E. Wines, man- 
ager of the ANPA department. One 
of the ten symbols was recom- 
mended as being most desirable 
for all purposes. 

The recommendation is the result 
of a discussion on this subject at the 
last ANPA mechanical conference 
in Chicago. Symbol No. 1, shown 
in the accompanying chart, was 
suggested “as a standard for all 
newspaper color work, to be put as 
near the corners as possible and still 
be on the inside of the printed area 
of the mat or plate.” 

The recommended symbol, in the 
opinion of production experts, meets 
the requirements of both stereo- 
typers and pressmen more satisfac- 
torily than any other marking. 
Stereotypers require a guide for 
drilling while pressmen need guide 
The suggested 
symbol possesses both, since a small 
hole in the center is available for 
the stereotyper’s drilling and right- 
angle guide marks are usable by 
the pressman. 


McKinney to Ludgin 


Montgomery N. McKinney, for- 


herueel . merly with Kitchen Art Foods, has | 19. : 3 
the |distributed to the American As-| joined the staff of Earle Ludgin, | 2%. National Dairy Products Corp. 2, 


Inc., Chicago. 


“NASHVILLE NEWSPAPERS COVER 207A SIDES OF THE STREET’. 


if you were a merchant 
in the NASHVILLE Market 
with a $13,742,000 in- 
crease bringing 1939 sales 
up to $178,186,000. Are 
YOU getting any of this? 


vashville 2 


| 


EVENING 


ae’. 


NASHVILLE TENNESSEAN 


MORNING 


For detailed information 


write 


NEWSPAPER PRINTING’ CORP. 


SUNDAY 


Agent, Nash- 


ville, or the nearest office of our representatives — THE BRANHAM COMPANY, 


Se RS. I a a 


niet By 


Advertisers Who Spent $1,000,000 
in Four Major Media During 1939 


The following tabulation, presented with the permission of the 
Bureau of Advertising, ANPA, shows the 1939 expenditures for 
newspapers, magazines, chain radio and farm papers of the 96 
advertisers whose expenditures totaled $1,000,000 or more in all 
four media during 1939. Newspaper figures are based on Media 
Records compilations made by the Bureau of Advertising, while the 
other figures are those of Publishers Information Bureau. 


Total 
Expenditures 


in Four 


Distribution by Media 


Media News- Maga- Farm tadio 
Combined papers zines Journals (Chain) 
Advertiser BY BY 3 

1. General Motors Corp........ 15,514,840 9,136,853 5,160,610 699,819 517,558 
2. Procter & Gamble Co........ 13,755,854 3,143,057 1,822,783 20,879 8,769,135 
3. Reynolds, R. J., Tabacco Co.. 9,296,470 5,197,597 1,997,025 378,274 1,723,574 
4. Liggett & Myers Tobacco Co. 8,926,148 4,924,327 1,751,390 312,779 1,937,652 
5. General Foods Corp.........- 8,251,576 1,048,758 1,395,775 537,476 5,269,567 

i 
GC; Bae Sere, Gks a cs 8 sk ck dave 7,545,499 2,900,401 1,119,465 132,961 3,392,672 
1 FT, CREPSIO? COPD, ccsccesssecsrs 7,453,014 3,239,409 2,998,806 264,653 950,14¢ 
&. Colgate-Palmolive-Peet Co.. 6,262,501 2,127,298 1,374,170 11,300 2,749,733 
Products, Inc....... 6,203,022 1,313,485 1,006,937 126,788 3,755,812 
1G. Bord Motor CO.ssscesscvcsces 6,172,684 3,008,072 1,826,753 388,562 949,297 


%. Sterling 


11. Standard Brands, Inc........ 5,073,363 1,091,352 1,009,576 73,914 2,898,521 
12. American Tobacco Co........ 5,002,056 778,218 1,508,104 209,593 2,506,141 
13. Campbell Soup Co.....scnses 4,484,389 BOLBOE BiGeeeet fk 6 aes 2,704,331 
| 34 Pee TO, sa tacectantsaeven 3,810,733 1,340,623 1,596,536 12,100 861,474 
15. General Bis, INE. .cecsseses 3,646,493 542,095 587,655 105,455 2,411,288 
16. Bristol-Myers Co. .........:. 3,461,945 367,715 1,907,232 45,450 1,141,548 


17. Schenley Distillers Corp..... 
18. National Distillers Products 
a See ere ere re 


American Home Products Co. 3, 


3,245,556 2,397,644 


6,803 2,192,795 
28,435 


6,221 


DET UER cvtsee serves 


980,034 3,974 
96,982 497,768 
888,619 


21. General Blectric Co. ........ 2,780,159 849,388 1,547,742 15,400 367,629 
22. Brown & Williamson Tobacco 

Cet asebeesasaeceers davxe 2,593,953 Seas. iekeee 2,047,536 
A Ee Se eae 2,462,186 De” wehecd | 8 eeaeus 
a ee Geeks adc ewe 2,291,336 1,006,727 39,604 
25. Seagram-Distillers Corp. 2,188,308 OK) 
26. Lambert Pharmacal Co...... 2,168,523 143,012 1,510,327 38,750 476,434 
ty Be SO Leuven nasacaawee 2,094,439 119,329 959,508 140,184 875,418 
28. Quaker Oats Co. 2,066,788 702,508 138,746 24,587 1,200,947 


29. Frankfort Distilleries, Ine 
30. Jergens, Andrew, Co........ 
31. National Biscuit Co, 
32. Goodyear Tire & 

Inc. 


Rubber Co., 


33. Nash-Kelvinator Corp. 
34. Studebaker Corp. 
35. Lorillard, P., Co 


36. Lamont, Corliss & Co....... 
37. Socony-Vacuum Oil Co., Ine.. 
$8. Morris, Philip, & Co......... 
39. Wrigley, William, Jr., Co. 

40. Johnson & Johnson... 


2,016,071 
1,928,193 


1,848,673 1,269,782 
1,838,185 166,129 


1,828,509 862,189 
1,811,229 


988,867 
178,331 


1,027,204 
929.902 


819,96) 


568,431 10,460 

1,147,286 250,889 273,881 
966,320 
620,219 


38,360 


1,722,563 453,714 402,649 72,186 794,014 
1,667,797 737,726 842,611 ...... 87,46 

3,501 424,243 1,135,394 103,864  ..... 
1,637,685 147,929 yp 8 Bre 1,216,166 
1,591,565 40,825 211,269 24,080 1,315,391 
1,521,102 563,557 899,242 58,303 


41. Miles Laboratories, Ine 1,492,017 38,037 200,235 17,491 1,236,254 
#2. Ralston Purina Co.. 7 1,465,291 580,509 83,361 35,410 466,011 
43. Firestone Tire & Rubber Co, 1,448,245 443,37 199,325 246,800 558,74 
14. Walker, Hiram,—Gooderham 
| a: a 1,428,677 827,815 600,862 ...... ; 
15. Pepsodent Co 1,360,132 276,641 SUG,COR cecess 603.4 
16. Lady Esther Co, 1,334,634 143,883 267,275 21,930 901,54 
7. Swift & Co is ° .. 1,322,640 482,592 711,952 712 127,384 
iS. International Harvester Co.. 1,291,699 209,742 580,992 500,965 
1%. Hudson Motor Car Co 1,264,574 729,554 $64,533 70,487 
60. Hawaiian Pineapple Co 1,165,334 169,277 506.427 189.6 
1. Metropolitan Life Insurance 
a ee ‘ Tere 1,163,988 177,626 pS > eee 70,24 
»2. International Cellucotton 
Products Co rr 1,161,066 $5,475 yh ) eee 84,4 
53. Curtis Publishing Co ‘ 1,144,242 982,334 SGaee: ictkees 
54 Westinghouse Electric & 
Mfg. Co. nee aaa are ene oes 1,141,788 289,147 707,419 50,400 94,8 
55. American Telephone & Tele- 
graph Co, : ‘ 1,126,464 923 1,023,293 102,248 
56. Packard Motor Car Co 1,103,525 551,581 8 | eerere 
57. Standard Oil Co. (Indiana) 1,053,527 931,805 seenes Babetee , 
SS. Bum O88] Co. .<di; ey oe 1,026,176 366,981 5: are 656,08 
5%. RCA Manufacturing Co., Ine. 1,025,132 33,483 241,261 14,462 635.9 


60. Continental Baking Co., In« 
61. Kastman Kodak Co 

62. United States Rubber Co 
63. Pillsbury Flour Mills Co. 
64. Shell Union Oil Company. 


1,024,174 
1,022,460 
1,020,115 
1,002.53 


1,000,323 


294,481 150 729,54 


$50,946 
163,668 
171,658 


320,266 


571,514 
491,059 
185,859 
656,905 


63,538 
83,302 561.7 


23,152 


Associate Sales Expands 
In a move to broaden its activi- 

ties in the automotive field, Asso- 

ciate Sales Company, Detroit, has 


enlarged its staff with the following | 


appointments: Gayle Knapp, for- 
merly convention manager for the 
Jam Handy organization, has been 
named convention director. George 
Gladden, formerly writer-director 
with Audio Productions and, later, 
on the General Motors public rela- 
tions staff, becomes technical direc- 
tor. Carroll Sexton, formerly with 
Crowell-Collier Publishing Com- 
pany and U. S. Rubber, joins the 


contact staff as a specialist in mar- | 


keting and merchandising. 


Buckley Adds Three 


The Earle A. Buckley Organiza- 
tion, Philadelphia, has been ap- 
pointed to handle the advertising 
of the American Asbestos Company, 
Norristown, Pa.; Garrett-Buchanan 
Company, Philadelphia, and the 
Bannockburn Golf and Country 
Club, Glen Echo, Md. 


GF Head's Son Killed 


| Richard H. Francis, 23, son of 
|Clarence Francis, president of Gen- 
eral Foods Corporation, and a sales- 
‘man for Best Food Corporation, of 


San Francisco, was killed Nov. 18 
in an automobile accident near Se: 
Francisco. 


Whatis 


“One Sales Job which 
Only Advertising Can Do’ ¢ 


Ask for this brochure 
on your letterhead 


| 


"INDUSTRIAL PUBLICATIONS, In: 


| Publishers also of BUILDING SUPPI 
NEWS and BSN Dealers’ Catalog—24th Y « 


| 59 E. Van Buren 


| 


CHICAG 


oe Oe erie! a pe oe) a 7 a y Pad t.° * ; J, gies 7 7 r fe ae A Se ee : Yo mer ss sch oe ee i >  B a 2 san | Tia . z ‘ ies © “aT? : a fA 2a we 
-_ 1: es a 
ee Neeeeeeeeee eee LT 
a : _ > 
7 F 
aa rad 
a 
EG 
i. 
ills 4 
y a 
: ee 
a Le ee 
M ee q 
7% i | 
a E Po 
Po ——EEe 
. ee 31 ie 
a ae 2,529,553 
-Z oon _ 1,490,480 
> ee 
ii 
ne | 
“ : ae oe ee a * % * ; F a ; 
P4909 e ea a * iy) 
; : Siro: ae eee ; 
Prnty , ee 
4s ; ,_ eee 8 a ty | 
ri ca =. Naeem age So me 
ee * - ’ . ee 
al : gue tn gee 
me ‘ Sree Sees oem 
r Se aE ae aus 
| hi Soe oe Bok 
i bo . . See ss a Ps 
; . * . £ Bi . ere . 
at ad fe 
— ’ i 
7 ps 
Me = 
# 
haul . | 
- a 
ae ——=  _e 
a sss 
pe. 
“-_- RESIS 
; DN 
| Po 
‘ a eenemoemnes 
pe . VING 20.008 
| od >| ¢ BOC . 
> we > 
, N i + ar ees ty 
= ii ——— Ee 3 ‘ 3 Ip 
i ° . 
; A : . : 
PC | Yet ie 
r 3 : l 
a 
d 
ty 
Pike ete eet. . fs = fae eid “bes Ps . ON Re - Save tl aks e. ghee : Pa me ea. on «Re ei ea ay me e Pn te 25 
oa Pegie Laz As ‘Tape aay 2: 3 ; : a Pa oi ee sete” ot. Se aae _* a Bo ri i: ye bgt ty He PeiSap. J ie pees med *, ® es 3 
pha ps —, eg : } - ‘i , NL diene Phe, Me Mae, | By foe a t7 7.) Oe Rico, aie a 4 a fe —_ 
and. ae ae Se oe “e Se 4 e ie SOUS A A atk eas” Sean ia a aa? Rem Ae Ee A te 
2 . we * She xy 4 By Suse =~ . J 5 * < » | y a 9 rc es “ ¢< be ou * _ 


November 25, 1940 


ADVERTISING AGE 


iTS THE MA 


—.. MAN,” wrote Owen Meredith, 
“cannot live without cooks.” Behind the 
glittering glass and shining silver, back of the 
suavest service, is the chef...the man you 
never see... whose skill brings you back with re- 
newed anticipation to your favorite restaurant. 

It is the chef whose early morning vigil in 
the market rewards him with the first selection 
of prime steaks and tender chickens, the freshest 
peas, the dewiest tomatoes; who watches them 
under the broiler or in the pan with solicitous 
eye; who seasons and garnishes and sends 
them piping hot to your table to tantalize you 
with their inspiring aroma and soul-satisfying 


taste. And makes you come back for more. 


~ He watches the editorial market. He picks 
and chooses the writers, subjects and plots his 
readers like. Because he knows exactly what 
kind of people he wants reading his magazine, 
he serves them the stories which leave them 
eager for more and bring them back next month. 

The readers that Cosmopolitan’s great fiction 
brings back each month are largely young, 


+. "7 
* AZ © 


urban men and women. Repeated polls show 
fiction as their first reading requirement, Cos- 


mopolitan as the magazine first in fiction. 


Men who sell know the emotional power of 


fetion to stimulate buying action. So new ad- 
vertisers discover, W hat old 
advertisers long have 
known, that Cosmopoli- 
tan’s great fiction is doubly 
profitable. First it selects 
the most responsive kind 
of customers, then it stim- 
ulates their buying desires. 

Nearly 1,850,000 fiction- 


loving families come back 


. 4 - - s 4 
eS ee Oe) Le 


each month to Cosmopolitan. Their spendable 


income Is Over $5,500,000,000 a year...greater 
than the total average exports and imports of 
the United States. 

The most direct way to reach their unique 
spending temperament is Cosmopolitan, the 
monthly selective fiction magazine they thor 


oughly read, not simply skim over. 


Under-cover man at work! 
Only 1% of the 20,000 manu 
scripts that yearly cross the 
editor's desk are chosen for 
publication in Cosmopolitan. 
The other 997% simply haven't 
vhat it takes to select the 
1,850,000 reader-families we 
vant who are the customer 


families whom you want. 
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Bernays Supplies 
Outline of How to 
Aid Democracy 


New York, Nov. 20.—A “blue- 
print” of proposed activity for 
public spirited Americans who 
desire to advance the cause of 


democracy was released here today 
by Edward L. Bernays, public rela- 
tions expert, in the form of a com- 
prehensive presentation, “Speak Up 
for Democracy.” The 128-page book 
has been published by Viking Press. 

Anxious to transform into actual 
deeds the millions of words that 
have been poured out by citizens 
who ask how they can compete with 


the acknowledged propaganda 
prowess of competing ideologies, 
Mr. Bernays has tackled the job as 
though it were a public relations 
problem placed before him for solu- 
tion in his everyday business. 

No Mystery 


In addition to a lucid exposition 
of democracy as a way of life, Mr. 
Bernays offers practical suggestions 
for action. He proposes the utili- 
zation of every modern vehicle of 
public opinion; he shows how holi- 
days and other celebration days can 
be employed as “springboards’’ for 
democracy; he analyzes the role of 
the newspaper, magazines, radio, 
motion picture and direct mail piece 
in the campaign; and he tells how | 


forum discussions can be harnessed 
for the dissemination of facts re- 
garding Democracy. 

Included in the treatise are help- 
ful lists of business, social welfare 
and civic organizations; dates that 
lend themselves to special promo- 
tion; national shrines and monu- 
ments; documents, institutions and 
ideas—all the paraphernalia needed 
for the conduct of a public relations 


| drive. 


“The way to maintain democracy 
is no mystery,’ Mr. Bernays ob- 
serves. “We must create the arms 
to defend our country. But during 
the time we are creating this great 
army, navy and air force, we may 
find that our basic way of life has 
changed, because of anti-democratic 


|propaganda from within and with- 
out. 

“To insure that our armed forces 
will be defending what they were 
created to defend, everyone must 
work to the limit of his own powers 
to mold public opinion for democ- 
racy. Speak up for democracy!” 


Miller Opens Own Office 


Everett H. Miller, Jr., has resigned 
|as syndicate store representative for 
Simplicity’s Prevue Magazine to 
head his own business as indepen- 
dent sales representative for manu- 
facturers selling to syndicate stores. 
He will be associated with J. Town- 
lsend Walker, vice-president of 
Sitroux Company, New York, with 
|offices at 468 Fourth avenue, New 
' York. 
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appreciate SPORTS AFIELD'S circulation” leadership among 


all sporting magazines selling for more than five cents a copy .. . 


*A.B.C Publishers’ Reports, June 1940 
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Packard Adopts 
‘Assembly Line’ 
Used Car Selling 


Detroit, Nov. 19.—An innovation 
in used car campaign sales methods, 
on a national scale, is being intro- 
duced by Packard Motor Car Com- 
pany to its dealers and distributors 
this month. Designed by W. J 
Collier, used car manager for Pack- 
ard, the national sales plan endea- 
vors to make blanket use of a1 
effective used car sales plan offerec 
to dealers in a complete packag« 
from the factory. 

The plan contemplates the prob 
lems of used car inventories rang 
ing from 25 to 100 cars. Broadsides 
prepared at the factory and maile: 
to dealers, offer a choice of any on: 
of four kits containing complet: 
details and materials for a used ca 
campaign. 

A typical kit, designed to mov 
an inventory of 25 cars, offers th: 
following complete service: On: 
used car lot banner; two strings o 


display pennants; 2,500 post card 
ifor mailing; classified advertisin; 
|copy; radio advertising copy; dis 
play advertising mats; 25 price tag 
and 14 prizes for salesmen, with a 
cash retail value of $59.50. 

Through quantity purchase and 
| production, Packard is able to offe: 
the complete $77.75 kit to the deale: 
for $44.25. 

In launching the program to the 
Packard field force, vice-president 
of distribution, W. M. Packer, said 
“This production line used car pro- 
|'gram is the ultimate in the best of 
all types of sales campaigns boiled 
[oom into a series of four kits and 
offered to our used car organization 
|at a price made possible through 
the scope of the undertaking. We 
jhave simply applied assembly line 
|methods with resultant economy in 
|costs, to offer in a single package 
|the best features of a thousand 
| different used car campaigns.” 


| 
| 1941 National Newspaper 
Week to Be Oct. 1-8 

National Newspaper Week i: 
1941 will be observed Oct. 1-8 
William N. Hardy, manager of th: 
Pennsylvania Newspaper Publis! 
ers’ Association, has been mac: 
chairman of the committee in 
charge. 

Assisting Mr. Hardy will be: John 
L. Meyer, Inland Daily Press Ass‘ 
ciation; Walter C. Johnson, South 
jern Newspaper Publishers’ Associa- 
tion; John B. Long, California 
Newspaper Publishers’ Association; 
Doyle L. Buckles, Alabama Press 
| Association; Gene Alleman, Michi- 
|}gan Press Association, and Charl 
|L. Allen, National Editorial Asso 
' ciation. 


en 
Coulson Made Coast A. M. 


Leonard W. Coulson has been ap- 
pointed advertising manager {[! 
Christian Science Monitor on 
Pacific Coast with offices in |! 
Angeles. 


| 
| 


35,021,292 
IN_ KEY] MARKETS ! 


That's the average cir 
tion per week on 3578 $ 
in 43 key city markets °* 
a cost of 10.4c per | 
For details, write Wm 
Whaley Co., Washin 
Bldg., Louisville, Ky. 
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“LOVE YOUR NEIGHBOR, BUI BE 
CAREFUL OF YOUR NE/JGHBORHOOD” 


L HOPPIN 


So said John Hay, famous American diplomat. 


But Shopping Newspapers have improved on his 
advice. 


Instead of merely being careful of the neighborhood, 
they are sure of it. 


Their circulation is wholly composed of neighbors 
profitable for advertisers to cultivate. 


Most advertising mediums build up circulation nu- 
merically and hope for the best, whereas Shopping 


Newspapers first segregate the best and translate it 
into circulation. 


The belated process known as “circulation break- 
down’’ is, in this case, the primary process in the scien- 
tific build-up of a circulation that’s correct at the 
bottom and therefore in no need of correction at the 
top. 


Unlike mediums that are under constant scrutiny by 
those who make a living out of surveys, Shopping 
Newspapers are the sequel to such surveys, conducted 
in advance by those for whom Shopping Newspapers 
are founded. 


The circulation is arrived at by a process of eugenics. 


It is not an irresponsible accumulation of accidental 
contacts, but a scientific circulation of economic 
affinities. 


And the name of the child is: 


CONTROLLED CIRCULATION 


And let’s interpret that, not liberally, but literally. 


The Principle of Control is established by the fact that 
the original charter circulation of every Shopping 
Newspaper was, and continues to be, sorted, sifted, 
and selected, solely and selfishly, according to the cir- 
cumstances of the people to whom it goes. 


Every family must “rate” to belong! 


They must have the money to buy . . . they must live 
in homes that are urban or nearby . . . and they must 
be responsive to retain their membership in the Shop- 
ping Newspaper’s Who's Who! 


So much for the Principle . . . now for the Practice. 


HAND-AND-HOME DELIVERED 


The Maintenance of Control over the circulation of 
Shopping Newspapers is ensured by quite the most 
extraordinary distribution facilities employed by any 
medium in the world. 


Each week 30,000 trained and responsible carrier 
delivery boys deliver your advertising message, in 
person, to 6,706,404 self-sustaining homes .. . and 
don’t be deluded into thinking that a Shopping News- 
paper is any less welcome because it’s Free! 


Whenever a number of copies of an issue are pur- 
posely held out to test the reader-interest of a com- 
munity, there’s a sudden rush of housewives to the 
telephone, each wanting to know, in so many words: 
“What's the big idea?” 


Why should a woman spend a nickel to complain 
about the absence of something that’s Free? 


Why can’t she forget the missing issue and wait for 
the next one? 


BUT SHE CAN'T! ... AND THAT'S THE 
ISSUE !! 


Able-to-buy families rely so much on the Shopping 
Newspaper for guidance in their daily expenditures, 
that any interruption in its delivery is a minor domes- 
tic disaster that calls for immediate remedy! 


Surely a medium that means so much to them ought 


to mean something to you! 
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American Design 
Seen on Brink of 
New Creative Era 


Disappearance of Euro- 
pean Inspiration Seen 
Vitally Significant 


BY JUDITH CORTADA 


New York, Nov. 19.—With Europe 
eliminated as an __ inspirational 
source, America is on the brink of 
a new era of creative output, four 
of the country’s leading industrial 
designers agreed this week in dis- 
cussing with ADVERTISING AGE the 
future of their art. 


Participants in the symposium 


were Norman Bel Geddes, Raymond | 


Loewy, William O’Neil and Walter 
Dorwin Teague. They 
that the holocaust abroad will cause 
American artists to win the recogni- 
tion they deserve, with the result 
that a new concept of the impor- 
tance of design will be instilled in 
the public mind. 

The designers also expressed the 


predicted | 


belief that instead of considering 
,the form of an object as secondary 
‘in importance to its function, the 
| public will come to realize that 
design and function are interde- 
|pendent, that an object does not 
|have complete functional value if 
|its appearance has been overlooked. 


New Outlook Coming 


An enforced independence of for- 
eign inspiration will result in a new 
realization of our own capabilities, 
according to Mr. Teague, who be- 
lieves that Americans have been 
provincial in their attitude toward 
things European for too long a time. 

“Take a tenth rate Austrian 
painter, ” Mr. Teague elaborated, 
“bring him over here with a little 
publicity, and the American public 


goes into ecstasies over his work 
merely because he hails from 
Europe. The same has been true 


in fashions. Ten per cent of what | 
| Paris created was excellent but 90 | 
per cent of it we wouldn’t want to | 
‘see on Sixth avenue.” | 

Mr. Teague foresees a new appre- | 
lciation of things American, a gen- | 
eral recognition of the fact that) 
|America can produce as good a 
‘design in any field as Europe. “This 
is most important to our develop- | 
ment,” he emphasized, “since we 
will not have full scope and oppor- 


PRINTERS GIVE BUST TO N. Y. ADCLUB 


CO ie ee cae 


| 
| 
| 


| 


William F. Riecker (left), president of the New York Employing Printers Asso- 
ciation, and Carl Van Doren exchange pleasantries with the Franklin family, rep- 


resented by a bust of Ben and by Franklin 


Bache Huntington, a direct descendant, 


at the dedication of Ben Franklin Hall in the Advertising Club of New York. 
The printers’ association presented the bust to the club. 


‘tunity to work until we realize our 


capabilities.” 
“Although we have been indepen- 


_dent of European influence in prod- 


uct design,” Mr. Teague asserted, 


OF LITHOGRAPHIC 
MERIT 
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VIRGINIA DARE knows 
_ the value of THE SEAL 
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“it will add to our 
that the other creative arts will be 
put on their 
fashion field, a new crop of design- 
ers will come forward and find the 
|opportunity to develop their crea- 
|tive ability. 


lone 


leader 


lof self-reliance,” Mr. Bel 


self-confidence 


own feet. In the 


It will be stimulating 
to us in the field of product design 
to realize that we are not a pack of 
wolves.” 

Mr. Teague sees America as a 
in the use of machines to 
create beautiful things in large 
numbers and believes that we will 
now rely more fully on native 


|inspiration for the activity in which 


we excel—“the mass production of 
low-cost goods of high quality.” 
Growing out of this new self-respect 
in the field of American design will 
come a broader realization of the 
value of appearance factors, he de- 
clared. 


Other Industries Perk Up 


Mr. Bel Geddes agrees with Mr. 
Teague that “we have all suffered 
from an inferiority complex” with 
regard to the value of our native 
artistic production compared with 
that of Europe. The “psychological 
aspect of the American attitude 


toward all things foreign in matters | 


of art or taste” 
affected by the removal of France 


from the scene, he said. Following | 


on the heels of American cou- 
turiers, who have quickly seized on 
their advantage, other industries are 
now “utilizing the great 
American talent and developing 
new talent in varied lines.” 

The designer has seen this new 
trend in many fields — namely, 
jewelry, wall coverings, coated fab- 
rics, vending machines, household 
appliances, office accessories, cata- 
logs and automobiles. 

“The solidarity resulting from 
political developments must be con- 
stantly fed on anything that gives 
us pride in ourselves and a feeling 
Geddes 
said. “Certainly the knowledge that 
we have the enterprise and taste to 
supply our own needs and indul- 
gences will contribute to that feel- 
ing.” 


Industrial Designers Gain 


In the opinion of 
Loewy, a new respect for American 
industrial designers will be the 
logical outcome of the prominence | 
and publicity that will be accorded 
fashion designers. Mr. Loewy does 
not believe that Paris as a fashion 


Raymond 


will be profoundly | 


fund of | 


Czechoslovakia represent a far 
greater loss in this field than does 
Paris. He contends that product 
design led fashion design in that 
|women, seeing themselves _§ sur- 
| rounded by good-looking commodi- 
ties, demanded better - looking 


|clothes so that they might fit intc 


the new environment that had been 
created for them. 

“American designers, however,’ 
Mr. Loewy asserted, “have bee: 


\influenced by Europe as a whole 


We were handicapped by our failur 
to use our own minds—and now w: 


| shall be left to our own resource: 
|Good designers will create and th: 
| poor designers will live on the pas 
|}and rehash old ideas.” 


Native Inspiration 


The new publicity that ha 
lalready been accorded to ou 
|fashion designers, Mr. Loewy saic 
| will create self-confidence amon 
| designers in other fields. Added t 

| the enforced independence resultin 
from the collapse of Europe as 
center of inspiration, the total resu 
will be the resurgence of a ne: 
way of life in American design, fe 
from the deepest wellsprings « 
native inspiration. 

“As a result of American inspira 
tion,” Mr. Loewy said, “we shoul 
see a greater simplification of d 
sign, emphasizing the trend of t} 
last ten years. All our talents wi 
be directed toward the creation « 
greater beauty in the products « 
the machine—the things that can b 
manufactured and sold at low cost 

Mr. O’Neil also foresees. th 
growth of American style conscious 
ness, a trend that has been apparer 
for some time, but sharpened an 
quickened by the exploitation « 
American fashion designers. Th 
respect for design will also |} 
stimulated, he said, by the ney 
feeling of security growing out o! 
the efforts of our political govern- 
ment in the field of defense. 

“American design may now bi 
more original,’ Mr. O’Neil declared, 
“reflecting our new secure way of 
life. Instead of adapting Europea: 
design to our own uses, we will now 
rely on native inspiration. The new 
trend will be toward a classi 
understanding of design in relation 
to the life we are living today.” 

Mr. O’Neil explained his view 
that all design originated in the 
| Bauhaus, the German school orga: 
|ized by Walter Gropius, in exist- 
}ence from 1919 to 1928, from whic! 
lemanated a style of design th: 
'“reflected coldness in mechanica! 
regimented performance.” In ou 
new design, he said, we shall see 
|the warmth and charm of good, not 
efficient, living. 

Pointing out that the fame of the 
Parisian designers has been built on 
the solid foundation of the exc: 
lence of their work, this designe: 
sounded a warning that we must be 
careful not to exalt the designe: 
above his talent. He cited as an 
example the case of Anna Sten, the 
motion picture actress whose name 
was publicized by Hollywood to! 
two years before her debut. When 
she finally appeared on the screen 
the public found her work in such 
contrast to what it had been ‘cd 
to expect, that her career prove 
failure. 

“The fame of the individual 
signer,” Mr. O'Neil emphas! 
“should rest on his creations ve 
must not publicize the designe: ' 
the exclusion of his work.” 
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NB Stores to Meet Jan. | 
National Brands Stores will 


their seventh annual conventi« 
center has influenced industrial|the Hotel LaSalle, Chicago, 
design and feels that Sweden and | 17-18. 
ced 
5000 watts NBC 
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MINNEAPOLIS - ST. PAUL 


E BEST BUY IN 
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ADVERTISING AGE 


— Looking fore a customer 


ma fish bowl ? 


That's a good technique to use for Drafts, 
Sweepstakes, Bingo, etc. 

But not for advertising. 

Yet most national magazines today operate 
on the “fishbow] principle”. You have to wade 
through all the nation’s markets — good, bad, 
and indifferent—=in order to reach the ones 
you want. 

We have a New Method Of Magazine Ad- 
vertising that lets you “fix” that fishbowl. Lets 
you take off the blindfold, and pick out the 


25 key markets that do as much business as 
all the rest of America combined 

THIS WEEK MAGAZINE aims its 534 
million copies at just these 25 big-city markets. 
And thereby covers them as thoroughly as 
the next 4 national weeklies, or the top 4 
women's magazines, combined. 

That takes the thrill out of the fishbowl, 
certainly. But thats whats making 1940's 
advertisers ante up the record sum of over 
$5,000,000 here. 
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VERSATILE 


Although produced from a single sheet 

of cardboard, this Wilson Brothers dis- 

play permits insertion of actual merchan- 

dise in a diecut slot, while the sleeping 

figure at the bottom stands out in relief. 

Forbes Lithograph Company produced 
the display. 


Export Group to 
Probe Advertising 


in Pro-Nazi Press 


Anti-U. S. South Ameri- 
can Papers Get Export- 
ers’ Dollars 


New York, Nov. 19.— American 
and British advertisers are unwit- 
tingly supporting the dissemination 
of Nazi propaganda in Latin Amer- 
ica by placing advertising with pro- 
Nazi newspapers and radio stations, 
an investigation here this week dis- 
closed. 

In many cases, the placing of ad- 
vertising is left in the hands of dis- 
tributors in Latin America. When 
these representatives happen to be 
Germans or Nazi sympathizers, the 
advertising dollars usually find their 
way into some pro-Nazi newspaper 
or radio outlet. 

The Hitler propaganda machine 
has achieved considerable success in 
getting newspapers and radio sta- 
tions to use Transocean News Serv- 
ice, which is a branch of the official 
German news service, DNB. Most 
Transocean news is uncolored and 
differs little from reports prepared 
by other wire services, but occa- 
sionally damaging propaganda is 
slipped in. 


Provide Service Free 


Some newspapers which use 
Transocean are careful to print only 
the non-propaganda reports, but 
the pro-Nazi organs are not so high- 
minded. Many papers do not 
identify Transocean reports as to 
their source, merely marking such 
dispatches “Special” or omitting the 
credit line entirely. 

The Nazis will go to almost any 
lengths to get papers or radio sta- 
tions to use Transocean. It has 
even been provided free, and in at 
least one instance, printed as paid 
advertising. Transocean is still too 
unimportant to bother the Associ- 
ated Press or the United Press, but 
it has made considerable headway. 

American companies doing export 
business have been aware for some 
time that some of their advertising 
dollars in Latin America are being 
spent for time or space controlled by 
pro-Nazi stations, owners or pub- 
lishers. Now they have decided to 


THAIRE. (s SCI 
) PAPERS MERCHANDISING S> > | | 


tis 


Howse furnishing Review Linens & Domestics 
Crockery & Gloss Journal luggage & leather Goods 
Corset & Underweor Review Notion & Novelty Review 
tntonts & Children's Wear Review ‘Dress Accessories 


Yeor Books, Directories, ond Soles Manvel: in each industry 


THE Haire PUBLICATIONS 


1170 BROADWAY + NEW YORK 


Chicago - Boston - Pittsburgh - St. Lowis - Los Angeles 


ing their business south of the 
border promises to be difficult. 


The National 
problem for some time. Its presi- | 


day’s meeting of the Export Adver- 
tising Association, and promised the 


isupport of his group in stamping | 
lout the evil. 


To Probe Problem 


He pledged the EAA his organiza- 
tion’s assistance in devising a plan 
“whereby we can be sure that the 
millions United States companies 
spend annually in advertising in 
Latin America markets are used to | 


do something about it, although |help those publications which sup- | fluential German merchant in Bo- 
finding a solution without disrupt- | port democracy.” 


livia. This man represents a num- 


The EAA itself voted to take im-| ber of American companies, and is 


next meeting of the board of direc- 


|dent, E. P. Thomas, attended yester- | tors. 


Action by the export group fol- 
lowed revelations made at the meet- 
ing by a Bolivian publisher. The 
speaker, Guillermo Gutierrez, pub- 
lisher of La Razon of La Paz, Bo- 
livia, declared that American adver- 
tisers seem unaware that papers 
upholding the democratic system 
are denied their advertising while 
those undermining American prin- 
ciples are given preference. 

He cited one instance of an in- 


|mediate action to stop the flow of | also one of the most active members 
Foreign Trade | American money in pro-Nazi media.|of a propaganda committee which 
‘Council has been working on the | The problem will be probed at the 


is working to further the Nazi 
cause. 

| He makes his living by acting as 
the accredited representative of 
|American concerns, the speaker 
pointed out, and yet devotes his 
money and energies to spreading 
pro-Nazi and anti-American propa- 
ganda. 

Such men as this, he said, use ad- 
vertising funds provided by Ameri- 
can companies to reward media 
owners who are sympathetic to the 
Nazi cause. Thus it is, he declared, 
that “the United States is paying 


for a campaign waged against th 
United States.” 


Weston Promotes Crane 


Robert Crane has been name 
secretary and sales manager of t! 
Byron Weston Company, Dalto 
Mass., after 12 years as Easte: 
sales manager in the New Yo: 
office. Alex Euston, of the Ne 
York office, succeeds him as ma 
ager there. 


Washburn to Sedgwick 

The T. F. Washburn Compa: 
maker of water-resistant floor w: 
has appointed the Edward L. Sed 
wick Company, Chicago, to hanx 
its advertising. Newspapers and 1 
dio will be used. George W. ‘Iug! 
is account executive 


How much Stuffing Stuff 


The product-testing work of Good Housekeeping Laboratories 
goes far beyond a product’s quality...We also check all recipes, 
advertising claims and labels... For example — 


WELL-FATTENED, TOOTHSOME TURKEY, 
A as all good homemakers know, will weigh 
anywhere from 8 to 20 pounds, depending on the 
size of the bird when killed. 


And the stuffing is a very important part of 
the roasted turkey that’s set, steaming hot, on 
your Thanksgiving table, isn’t it? 

7 7 sf 
Suppose, then, you had bought a 12-lb. bird and 
saw, on your grocer’s shelf, a box of poultry 
dressing which stated it contained ‘‘enough for a 
6-lb. bird’... Two packages of this stuffing would 
just do for your turkey, wouldn’t they? 


“No” would have been the correct answer in 
the case of one brand of poultry stuffing which 
we tested recently. One box of this product, we 
found, was not enough to stuff a bird weighing 
4 lbs. Obviously, two boxes of this product would 
have been lost in a 12-lb. turkey. 

We also found that a meat-loaf recipe, printed on the 
label, was inaccurate . . . Our Seal of Approval was not 
granted. 

So, we wrote this manufacturer and suggested: — 

“We shall be glad to have you correct these conditions and 


re-submit samples. In the meantime, we feel that the product 
does not merit our Seal of Approval.” 


Knowing how impractical most men are about cook- 
ing, we were not surprised when the manufacturer wrote 


us: “I had never personally checked up on the size bird 
a package would stuff . . . We would appreciate an op- 
portunity to re-submit samples.” 


We re-tested the new samples, recommended a new 
meat-loaf recipe which was accepted by the manufacturer 
. .. Wrote him that ‘‘we have found these new samples 
satisfactory and for that reason are placing the product 
on our Tested and Approved List.” 


A Constructive Approach 


Good Housekeeping Laboratories, you see, make it a 
point to ask the sort of questions you would ask before a 
product carrying our Seal of Approval reaches you, the 
consumer .. . And this Seal gives you a protection which 
goes far beyond a product's quality. 

Yet despite our insistence on the smallest detail, Good 
Housekeeping’s approach to manufacturers is not one 
of destructive, pointless persecution. 


Whereas one out of every five products submitted to us 
for testing is turned down, 60% of these products are re- 
submitted in improved form . . . Are finally approved 
when they meet our written standards. (Copies of these 
standards, by the way, are available to schoolteachers or 
any genuinely interested persons on request to Good 
Housekeeping Institute.) 


THIS IS ONE OF A SERIES of advertisements, based on 
actual cases in the files of the Good Housekeeping Labora- 
tories, at 57th St. and 8th Ave., New York City. Here, under 
Katharine Fisher, Home Economist, and Dr. Walter H. Eddy, 
Biochemist, 56 people—engineers, chemists, home economists 
and others—carry on a unique Good Housekeeping editorial 
operation, in the service of the consumer. 


Every BUSINESSMAN should know that 


—31 years’ experience with laboratory and “‘practical-use’’ tests lies behind 


A ‘ » 
SR LOUSE KEEPING we 


In the Service 
of the Consumer 


it must be re-approved to keep the Seal. 
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—So that this testing service, which costs you nothing . . 


the Good Housekeeping Seals of Approval. 


—The Approval for which the Seals stand is not for sale. A manufacturer can- 
not buy our Approval . . . Neither can he get it by offering to advertise in 
Good Housekeeping Magazine. His product has to EARN approval by meet- 
ing exacting standards. 


—Approval is granted for a one-year period only . . . If a product is changed, 


— When a manufacturer's product /as earned the Seal of Approval, he is under 
no obligation to advertise in Good Housekeeping Magazine. On the average 
3 out of 4 don't. 


. and costs manufac- 


turers nothing . . . has cost us well over a million dollars in the last five years. 


THE MOST DEPENDA’‘£ 
ADVERTISING PAGES 
IN AMERICA 


Every product adve 
tised in every issue « 
Good Housekeepin 
Magazine is backe 
with a MONEY- BAC 
Guaranty. 
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| grocery supplies are anxious to William F. Mahon, Scott Paper 


Grocery Group to 
Study Problems of 


Jefense Program 


New York, Nov. 
ought to the fore by the defense 
ogram will be the keynote of the 
ssociated Grocery Manufacturers 
America annual convention to be 
ld at the Waldorf-Astoria Hotel, 
1v. 25-27. The entire program 
ll stress national and industrial 
\ity, according to Paul S. Willis, 
yMA president. 
“In order to cooperate efficiently 
must ascertain the facts in- 
lved in our participation in de- 
fense,” he said. 


~ 


19. — Problems 


|know the probable influence of the 
defense program on prices, supplies, 
priority in regard to raw materials 
|and the possible effect upon poten- 
| tial plant enlargements.” 

Program speakers will include 
Clarence Francis, president, Gen- 
|eral Foods Corporation; James Nash, 
‘authority on package design; 
|Charles Wesley Dunn, general coun- 
‘sel of the association; Clayton 
Whiteman, general manager, Certi- 
|fied Grocers of Los Angeles, the 
nation’s largest jobbers in nationally 
advertised foods; Arthur C. Nielsen, 
market analyst; Arthur Ramsdell, 
vice-president, Borden Company; 
and Dr. Mary Bryan of Columbia 


Manufacturers of | University. 


Company, is chairman of the pro- 
gram committee. 


Develops Bank Ad Series 


A series of illustrated bank-ad- 


Dollars,” flexibly designed for the 
use of banks in advertising per- 
sonal, life insurance, commercial, 
FHA-insured modernization, mort- 
gage or automobile loans, has been 
developed by Albert Frank-Guen- 
ther Law, New York, for commer- 
cial and savings banks. 


Shoes to Hamilton 

Ruth Hamilton Associates, Los 
Angeles, has been appointed to di- 
rect advertising of California Shoes, 
'Inc. Business papers will be used. 


vertisements, entitled “Friendly 


Fervent Plea for 


Follow-Through 
on Sales Voiced 


Wood Asks Action to) 
"Point - of - Sale. 


End 


Inertia’ 


New York, Nov. 19.—A fervent 
plea to advertisers to protect their 


promotional investments by bolster- | 


ing sales effort at the point of sale 


12-lb. Bird? 


OP inion 


RA NKS FIRST IN ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES... 
FIRST ALSO IN FOOD-ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES 
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OAAA CHIEFS 


H. E. Fisk, general manager of the Out- 

door Advertising Association of America, 

and Rex Bell, retiring president, get 
down to business at the convention. 


was issued here today by J. L. 
Wood, general credit manager, 
Johns-Manville Company, in an ad- 
dress before the Sales Executives 
Club. 

Asserting that millions of dollars 
are being poured away annually in 
wasteful retail advertising, Mr. 
Wood called for emphasis on the 
education and training of retailers 
“on how to sell our goods where 
they’re really sold face to face 
with the consumer.” 

“These advertising dollars are be- 
ing wasted,” he said, “because the 
appeal of advertising is not turned 
into action by planned selling at 
the point of sale, because manufac- 
turers of consumer goods have not 
been thinking in retail terms. 


Difficulty Is Unsolved 


“Nothing is ever sold until it 
consumed. Those of us who sell 
products for resale have, in many 
linstances, been troubled with acute 
| indigestion indigestion of our 
products on retailers’ shelves. And 
| we've been treating it with a hypo- 
| dermic of promotion instead of a 
high colonic of point-of-sale action.” 

Brilliant advertising layouts and 
sparkling copy, bigger and better 
sales promotional plans and driving 
sales campaigns cannot develop 
maximum potentials, Mr. 
Wood insisted. “We've not only got 
to get in there and swing, but to 
follow through—follow through to 
|promotion at the bottle-neck of 
point-of-sale inertia, with planned 
sales training. 

“Our economists say that pros- 
perity is built on production. But 
production must have its outlet in 
consumption,” Mr. Wood concluded. 
“What we sometimes call overpro- 
duction is really underconsumption 
with a false face. And planned 
selling at the point of sale is a po- 
tent aid in increasing consumption. 
When it is lacking the buyer takes 
a walk right out of the market.” 


is 


sales 


Kansas Net to Rambeau 
WHB, Kansas City, has appointed 
the William G. Rambeau Company 
as its special representative, the 
company also being named to repre- 
sent the Kansas State Network out- 


| side of Kansas, Missouri, Iowa and 
| Nebraska. Kay Pyle, of KFBI, 
Wichita, has been elected to the 


executive committee of the network, 
replacing Herb Hollister, resigned. 


Walker Joins Davidson 

J. Philip Walker has resigned as 
retail advertising manager of House 
Beautiful to join Davidson Mfg. 
Corporation, Chicago. 


7 


NEW HAVEN BUILDS 
IDEAL TEST CITY 


The Register, with 
largest § circulation, 
has created an ideal test market, 
“Register City” unique in all 
America, Greater New Haven's 
is 97.7% with 32 sub- 
urban towns In four counties 50 
miles Kast and West, 25 North and 
South. Total market coverage is 
82%. Write for interesting bro- 
chure “Register City.” New Haven 
273 Orange St., New 
Conn. 


New Haven 


Connecticut's 


Register, 
Haven, 
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Excess Profits and Advertising | 


Some elaborate calculations have ; 


been made to determine the effect 
of increased advertising expendi- 
tures on corporation income taxes 
under the new _ schedules. The 
heavy assessments on excess profits, 
figured on increases over normal 
profits during the past five years, 
make it possible to increase adver- 
tising and other expenditures to 
advantage by reducing the total net 
income on which taxes will have to 
be paid to the federal government. 

Everybody recalls the great in- 
crease in advertising which accom- 
panied the war and post-war period 
a generation ago, when many com- 
panies decided to get advertising 
value from what otherwise would 
have been ear-marked as tax money. 
Hence it seemed to be logical that 
there would be another movement 
in that direction by advertisers in 
many lines, especially those directly 
affected by heavy defense expendi- 
tures. 

We have been unable to find any 
great enthusiasm for the idea, how- 
ever, on the part of either adver- 
tisers or advertising agencies. In 
the first place, increased business 
activity and improved market pros- 
pects are in themselves justifying 
increased advertising, and most 
companies are spending more this 
year than last and will spend more 
in 1941 than this year, without any 
reference to the excess profits angle. 
The legitimate application of adver- 
tising to improved marketing oppor- 
tunities will in itself account for a 
very healthy increase in advertisers’ 
expenditures. 


The Radio Music Situation 


On the basis of the present line- 
up in the battle between ASCAP 
and the broadcasting industry, the 
former is due to lose its best meal- 
ticket around January 1. Broadcast 
Music, Inc., the broadcasters’ new 
machine for the production of music 
for radio purposes, seems to be fully 
capable of creating tunes which the 
public will like, and which will 
supplant the favorite melodies 
authored by the stars of the ASCAP 
firmament. 

Advertisers, who have paid the 
bills for radio time and talent, have 
likewise supplied the shekels which 
have been paid out so liberally by 
the broadcasters to the music group. 


Hence it is evident they have a 


real interest in the contest, and in | 


supporting measures which will 

keep music costs from running far 

beyond reasonable expenditures. 
That having been said, let it be 


, As far as the remainder of 1940 | 
is concerned, the time is almost too 
short to make elaborate plans for | 
any greatly increased volume of | 
advertising over and above what | 
have been planned, particularly if 
specific coordination with sales and 
marketing efforts is demanded. 
Hence 1940 incomes will be taxed 
largely on the basis of the normal 
increases in advertising expendi- 
tures which companies have been 
making in the light of their actual 
requirements in the promotion of 
their products. 

Most agency executives with 
whom we have discussed the sub- 
ject feel that an approach to adver- 
tisers on the basis of increasing 
advertising expenditures merely to 
avoid increased taxes leaves them 
in a weak position. They believe 
‘that advertising has too important 
'a function to be offered merely as a 
tax-avoidance device, and that since 
most companies are under-spent as 
far as advertising is concerned, 
there are plenty of constructive pur- 
poses for which advertising should 
be used, and hence sound policies 
suggest promoting it in that way 
rather than on any other basis. 

Advertising has too many prob- 
lems of public relations and govern- 
ment relations at present to justify 
giving its critics a chance to attack 
it on the ground that it is being 
used by corporations as a means of 
dodging their legitimate share of the 
tax burden. Such an attack might 
jeasily cause far more complications 
than any one in this business would 
| like to see develop. 


conceded that it would be an advan- 
tage to the advertiser and to the 
public to retain performance rights 
for ASCAP titles. The composers 
whose work is controlled by that 
organization include the _ prime 
favorites of this generation, and it 
would be a real loss to have them 
barred from the air simply because 
their sponsoring body could not or 
would not make a reasonable agree- 
ment for their production. 

The present impasse is one which, 
to the innocent bystander, does not 
make sense. The broadcasters and 
their advertisers want ASCAP 
music; ASCAP certainly wants the 
revenue which such an arrangement 
| provides. We can’t help feeling that 


THE EXPERTS TAKE THE COUNT 


—Liberty 


“Encyclopedias! We caught Information Please with their shirttails out!" 


Ad-libbing 


Life Is Not a Bowl of Cherries {us suspiciously like fifth 
We're willing to go along, to co-|Chatter. We quote in part: , 
operate in every way possible with “Ownership of one of these radio 
the march of progress. We watch phonograph combinations will cause 
the ads and try to keep on using the | YOU to wonder how you — got 
right kind of soap, the proper tooth- |#/0ng so long without. When the 
brush, toothpaste, antiseptic and |i is full of Razz-a-ma-tazz, in- 
razor. Our breakfast food is the |S!Pid sales talks and jazz, you can 
best brand and our coffee is okay,|PUt on your favorite records and 
too. We are also pretty good in sit back to an evening of wonder- 
remembering about cod liver oil and ful music of your own choosing— 
vitamin pills. But some of these what a relief! 
advertisers should be warned that 
they can go too far. Most tooth- |Monsanto Turns to Poetry 
paste companies, for example, have Monsanto Chemical Company has 
advertised for years the sentence,|long done an excellent job in pub- 
“See your dentist twice a year.” licizing both materials and processes 
Now comes Forhan’s and finds |that would stymie nine copywriters 
that twice a year isn’t enough. “See |out of ten. A recent insertion in 
your dentist every 3 months,” urges| Time (and probably other maga- 
this company. They have gone too|zines) was no exception. 
far, we think, and worse yet, they | this head, “Phosphorus asks a ques- 
have probably started a trend that | tion’: and followed with this copy: 
will end heaven knows’ where. “I am Phosphorus. 
Breakfast food advertisers won't be Inert I lie, blanketed in earth, 
satisfied to have you eat Crispy Mingled with clay and gravel, 
Krunchies in the morning; they will Hidden from light. 
want you to eat them at noon, at Eons ago I was born 


column 


night and between meals. Soap | In chaos and upheaval. 
advertisers will delicately suggest} J] have rested here through long 


that their product, as well as being 


ages. 

a solvent for dirt, can also be used ah I will give food and 
in a sandwich. Antiseptic adver- strength 

tisers (if they haven’t already) will} To plant and animal and human 
point out that, in addition to curing life, 


halitosis, their product will add | 
that final touch to a dainty salad. | 


May We Introduce | 
Many good speakers have been | 
figuratively drowned by those who 
introduced them in a barrage of 
flattery that no human being could 
live up to. A current advertising 
club publication (we won't say 
which) has heralded the approach 
of its next guest speaker (we won't 
say who) with this modest plug: 
“Philosophy is his (the speaker’s) 
specialty. With a mind situated at 
the focal point of knowledge, his 
talks radiate to an exceptionally 
wide circumference of human in- 
terests. He functions as a liaison- 
officer among the arts, the sciences , : 
and the public, revealing to his |Half a Millennium 
audiences the significant interrela- While the fame of Lucca della 
tions of the diverse departments of | Robbia is well known, few realize 
culture.” ithat along about 1400 this Floren- 
tine sculptor gave the porcelain 
Razz-a-ma-tazz enamel industry a_ substantial 
General Furniture Company, Chi- | boost by improving on processes 
cago retail chain, blew itself to full|that were already a century old. 
page newspaper copy recently in |This makes the industry one of the 
promotion of Capehart-Farnsworth | oldest, older in fact than the print- 


Protection to steel, 
Softness to water. 
In quiet ways I will give cleanli- 
ness, 
Taste to food and drink. 
Still I have unknown capacities 
for service, 
An unfathomed treasure of abili- 
ties. 
Who will liberate me? 
When will I be set free 
To do all the things 
I am capable of performing?” 
No judge of poetry, we think this 
is pretty good advertising for such 
tongue twisters as tetrasodium py- 
rophosphate, phosphoric acid and 
i'mono calcium phosphate. 


the latter might now be willing to 
sit down at a conference table and 
make a compromise 
which would be 

everybody concerned 


agreement 
welcomed by 


combination radios. Copy for the|ing press. What has happened 


\radio part of the contraption was |since is well told in a new booklet, | 


| orthodox enough, but when the copy | published by the Ferro Enamel Cor- 
|man began talking about the built- | poration, Cleveland, and titled “A 
}in record changer, featured in the| Half of a Millennium of Porcelain 
|set, he let go with what seems to'Enameling.” 


gh 
ye 
atte 


It bore | 
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The following documents may 
secured without charge from co: 
/panies sponsoring them, or throy 
| ADVERTISING AGE, by any natio: 
‘advertiser or advertising age 
executive writing on his busin 
letterhead. 


No. 1735. 1940 I Buy Quiz. 

This is the third annual analy is 
of consumer purchasing habits n 
the Madison, Wis., market, iss: -d 
by The Madison Newspapers. ‘| ie 
study covers 38 product classifi. :- 
tions, showing consumer prefere: °¢ 
by brands. The tabulations «@ so 
show the number of families us ig 
a product, families with no pref r- 
ence, and the average monthly c »- 
sumption per family in each cla: i- 
fication. 

No. 1736. Another First. 

The Jackson, Miss., market is ; n- 
alyzed in this folder issued by | ie 
Clarion-Ledger and Daily Ne. ’s. 
Figures cover population increase 4s 
indicated by the new Census, ‘ie 
sales volume, tax income and ot! er 
market indices, and a description is 
given of the Jackson trading arc.’'s 
business and industries. 

No. 1737. The Plastics Industry. 

This is a comprehensive survey of 
the plastics market, published by 
Modern Plastics for the Institute of 
Plastics Research. It contains a his- 
tory of plastics and their uses, statis- 
tics on the size and growth of the 
industry itself, and the potential 
market for the many types of 
equipment used by the plastics in- 
dustry. 


No. 1710. 
tion. 


Kimberly-Clark Corporation has 
issued this institutional brochure 
which is not only the story of 
paper-making, but also a record of 
progress since the company’s found- 
ing in 1872. The effect of this in- 
dustry on the lives and jobs of in- 
dividuals and on other industries is 
brought out. 


Industrial Genius in Ac- 


_No. 1712. Once in a Hundred Years. 


Prairie Farmer outlines, in this 
brochure, plans for its centennial 
number, which will appear next 
January. The issue will be sec- 
tionalized under 12 main subjects, 
the brochure says, and will record 
a century of progress in agriculture. 
| Production plans, circulation bonus, 
closing date and other details are 
given. 


No. 1706. The Staff of Stars. 


In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and _ text 
present the men and women wi 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists al! 
over the state who make news of 
_Texas agriculture, industry and 
| politics come alive for Dallas read- 
| ers, 


No. 1703. Dodie’s Date. 

Dodie the sub-deb is a pretty im- 
portant personage in the house- 
hold, and Ladies’ Home Journd 
tells why and how in this boo‘l!et 
Seems she’s style, brand and ad- 
vertising conscious, and _ furt e!- 
more, she’s a buyer. What thé 
Journal is doing about her and the 
market she represents for adve. tis- 
ers is also brought out. 


No. 1722. Why Should I? 


“Advertise in Our Sunday Vi. (tor 
and The Register” finishes the a ¢s- 
tion of the title, and the pags of 
this brochure offer numerous °4- 
sons. The papers’ editorial ap ¢a! 
and reader response are discus ed, 
and information is provided « n- 
cerning the number of reac °5, 
where they are, and their bu. ing 
ability. Rate and circulation « 2% 
are included, as well as some *4- 
| vertisers’ success stories. 
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The little lady who's always there 


We're sure that Mrs. Joseph Jasper Jonathan leads an active social 


lie, what with her family and her clubs and the theatre and all. But it 


us 


ee 


ms that every time we run into her, it’s in the neighborhood grocery 


tore and she’s busily checking off a long and impressive shopping list. 


We asked the grocer about it. His explanation goes something like 
s: “Mrs. Jonathan spends a lot of time here because she spends a lot 
money here. You see, Mrs. Jonathan isn’t just Mrs. Jonathan . . . she’s 
s of other women just like her, too. She’s the typical housewife in 
w York’s average and above-average income families. In fact, she’s 
ical of housewives in 54°c of the families that make up New York. 

“We call these families the Profit Half of the New York market... 


‘ause they buy from 60° to 70° of the generally advertised grocery 


products sold here... and because they are the first to buy advertised 
goods, they are easier and more profitable to sell.” 

And in this Profit Half alone, The New York Times reaches 221.840 
housewives on weekdays, 414.180 on Sundays—one of the biggest 
markets of women reached by any newspaper anywhere. Which, as the 
grocer can tell you, explains why advertising in The New York Times 


huilds volume sales so profitably . . . and so surely. 


ALL THE NEWS THAT'S FIT TO PRINT™ 


The New York Cimes 


ADVERTISING OFFICES: CHICAGO * DETROIT * SAN FRANCISCO + LOS AN ES 
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SHOWS INSIDES 


| 
Center panel in a three-piece display | 
produced for Sealy, Inc., by Edwards & | 
Deutsch Lithographing Company. A 
double synchronized flasher, one bulb in | 
back of the projected reflector of the 
violet-ray lamp, and the other in back | 
of the transparent circle, provides a 
striking three-dimensional effect. 


Sinclair Pays 
National Rate 
on Co-op Copy 


Coal Company Says | 
Misunderstandings Are. 
Ended | 


Kansas City, Mo., Nov. 20.—| 
Though the Sinclair Coal Company 
believes in cooperative newspaper 
advertising with its dealers, it also 
believes, in the light of experience, 
that such a system can be abused 
so seriously that it loses its effec- 
tiveness. It retains the benefits of 
this method and avoids its evils by 
indulging in such advertising only 
when orders are placed by its 
agency. The company’s half of such 
copy is paid for at the national rate, 
the other half being paid for by the 
dealer at the local rate. 

“While many advertisers believe 
they are saving money by allowing 
dealers to place and bill on local 
newspaper advertising,” commented 
Murrel Crump, advertising manager 
of the company, “I doubt that a true 
analysis would substantiate this op- 
timism. 

“Some years ago, when we 
allowed many of our dealers to 
place advertising locally and bill us 
for one-half, we had a number of 
misunderstandings over the details 
of our agreement, including, in some 
instances, the amount of money we 
had committed ourselves to pay. I 
believe this is true of our competi- 
tors, in common with all advertisers 
who use this plan. 


Dealers Also Benefit 


“Under our present method there 
is never any argument, never any 
misunderstanding, never any hard 
feelings, because the newspaper 
knows that it must have a bona fide 
order from our agency before we 
will pay any part of the cost. High 
pressure salesmanship, which for- 
merly caused some dealers to get 
themselves in embarrassing situa- 
tions with the expectation that we 
would come to their rescue, has 


we know exactly in advance how 
many ads will run on a 50-50 basis 
and how much money we are obli- 
gated for. The newspapers are 


|made aware of the fact that we are 


helping to defray the cost of the ad- 
vertising and a certain amount of 
prestige and goodwill results for 
us.” 

Placing advertising through the 
agency in no way hampers the 
dealer, Mr. Crump said. It merely 
means that Sinclair Coal Company’s 
share of the cost must be billed to 
the agency and the obligation which 
the company assumes, through the 
agency order, is the only one that 
it admits. The dealer has the privi- 
lege of choosing the dates on which 
the advertisements are to run, thus 
preserving the flexibility of all co- 


| 
operative plans. 


Sinclair Coal Company not only 
avoids a multitude of small invoices 
which must be handled where every 
dealer bills the company for coop- 
erative advertising, but it retains its 
reputation for fair dealing in a field 
which is peculiarly susceptible to 
rumors, false or otherwise. 


Educating the Retailer 


The Bituminous Coal Act pro- 
hibits rebates to dealers and many 
a producer who has mailed checks 
to dealers for advertising has been 
accused of evading or fracturing 
this law. Mr. Crump said it is well 
worth a few hundred dollars a year 
to advertise in such a way that not 
even the shadow of suspicion will 
fall on his company. 

The company’s 


instructions to 


dealers make 
clear. 

“All newspaper advertising on 
which we share the cost must be 
placed through our advertising 
agency,” they run. “The agency in 
turn sends proofs of the advertise- 
ments which you choose, together 
with mats or cuts, direct to your 
paper. The newspaper is instructed 
to set your name in large bold face 
type and submit proof of each ad- 
vertisement to you for O. K. before 
it is run. The newspaper bills our 
advertising agency for one-half the 
cost of the space at the national 
rate and bills you for one-half the 
cost at the local rate. No news- 
paper is to run any advertising on 
which we are expected to pay any 
portion of the cost unless it has first 


its position crystal 


received a formal order from our 
advertising agency.” 


Friedman to Brisacher 


Lester Friedman, who for the pas 
four years operated his own advey 
tising agency in San Francisco an 
was formerly assistant advertisin 
manager of the Paraffine Com 
panies, Inc., has joined the coy 
department of Brisacher, Davis a; 
Staff in San Francisco. 


Gilbert Begins Campaign 
A. C. Gilbert Company, Ne. 
Haven, Conn., has launched a car: - 
paign in magazines, Sunday com 
sections and daily newspapers f:» 
its Erectors, chemistry sets ar} 
American Flyer trains. Charles ° 


|Hoyt Company, New York, is t 
| agency. 


THE SPORKAM ARCA 


CENSUS COUNT 
720,000 CONSUMERS 


largely subsided. 

“In addition we avoid a multitude | 
of small invoices which would add 
greatly to the work of our account- | 
ing department; we avoid misunder- 
standings brought about by dealers 
deducting from their invoices; and 


TRIPLE THREAT MAN 


Copy, contact, new business. College grad- 
vate, 45, eighteen years copy, ideas, plans 
and contact with leading “Four A” agencies, 
1andling important national accounts. 

Excellent connections. May devote part time 
to copy and contact, part to new business. 
Nominal salary until results justify readjust- 
ment. New ‘ork or vicinity. Address 


Box 3200, Advertising Age, New York 


With substantial gains 

over 1930, the Spokane 
Market today has a total 
population of 720,000— 
enough consumers to con- 


stitute an adequate 


THE SPOKESMAN-REVIEW 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—San Francis: 


MORNING 


LIVING IN A 
DIVERSIFIED REGION 


AN A. C. 
SURVEY 


——————__ 
| 2-9) e) =] oi] 
Vs Fle fe 


SUNDAY 


Combined Daily Circulatio 


Communities of varied 

kinds are formed here— 
Farming, mining and 

lumbering centers, com- 
munities with important 
factories, towns with col- 


leges and universities. 


AS A TEST MARKET 


NIELSEN 
MARKET 


The Spokane market is 
one of the areas selected 
for official tests by the 
A. C, Nielsen Company. 
Some of the nation’s 
largest and most success- 
ful manufacturers use 


Spokane as a test market. 


SPOKANE, 
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' ’ | winners are posted, instead of re- | and, as five different jingles are 0% . ; _ 
Buried Treasure sponding by telephone. |read by the master of ceremonies, | Extends Washer Campaign NEW WINE BOTTLES 


Fack on Air Sans 
Telephone Tie-up 


WSAY several months ago. It 
grew in popularity so rapidly that 


Wegman Food Stores, Inc., spon- 
sored the original program over 


| to mark the advertised item to 


which the jingles give clues. There 
| is an interval of three minutes be- 


| tween the jingles, with music, while 


Easy Washing Machine Corpora- | 


tion, Syracuse, N. Y., will use a full- 


|page in The Saturday Evening Post | 


of Dec. 7 to promote the sale of its 


washers and ironers as Christmas 
tochester, N. Y., Nov. 21—/|65,000 persons were put through to | listeners are trying to identify the | gifts. Supplementing the current 
“Buried Treasure,” a radio game/the station within a half hour |items referred to. Sixty-five prizes|Campaign in four magazines, the 


program on Station WSAY which 
brought too great a response and 
hai to be discontinued because it 


period, and telephone service prac- 
tically disappeared. The Rochester 
Telephone Corporation objected and 


are offered winners—five $5 prizes, 
five $2, five $1 and 50 merchandise 
prizes. 


insertion was announced as a “sur- | 


prise dividend” to dealers for mak- 
ing October the biggest sales month 


disrupted telephone service, has 
be n revised and the program re- 
sued with the W. T. Grant Com- 
pay stores as the new sponsor. 
iarland Evans, publicity director 
of WSAY, creator and owner of the 


in the firm’s history. Batten, Bar- | 
ton, Durstine & Osborn, New York, | 
is the agency. 


the food store inserted an announce- | 
ment in local newspapers announc- 
ing that the program was being dis- 
continued because of “too much | 
response.” 


How Program Works 


The following Monday and Tues- 
day the names of winners 
posted at counters in the Grant | eee eed 
store. Those who go to the store “News” Sets New Rates 
and find their names posted are | United States News, which | 
given double the prize won, a $5|changed from newspaper to maga- 


| 
are 


4 
game, which is copyrighted, has} The Grant sponsored program is| Winner collecting $10, etc. Names | Zine format in January of this year, —— 
chenged the setup so that listeners|heard Thursday nights. Listeners | of winners are announced over the a pens Fg Mane Boge Rag oy etr) 
now give their answers by mail or|are asked to get the Grant adver-|station the following Thursday |The ade’: year ago ‘was <2 0s ont WU o@ 
calling at the store, where names of |tisement in the daily newspaper, | night. | 85,000. . CALIFGRNIA 


SAUTERNE 


15 TOPS 


BECAUSE — 


ISOLATED FROM 
OTHER MARKETS 


Money-Back Offer 
Made for New 
Petri Wine Line 


San Francisco, Nov. 20.— With 
half-page, two-color copy breaking 
this week in the San Francisco Call- 
Bulletin and News and the Oakland 
Tribune, Petri Wine Company is 
launching a new promotion = in 
which establishment of resale prices 
and a money-back guarantee to the 
public are prominent features. 

The initial advertisements, as 
well as the follow-up copy, which 
will appear weekly through the 
holiday season, feature a money- 


METROPOLITAN AND seb Se — by Angelo 
|Petri, president the ec any, t 
RURAL DWELLERS lao Sen. ok pee oon ng 


that “if you are in any 
manner dissatisfied with the con- 
tents of the bottle, return it to your 


Communities are varied 

in size. About half the 

populatién resides in 
smaller cities and towns 
ranging from very small 
hamlets to communities 
of 15,000. Spokane has 
122,462 population, the 
balance of the population 
résides on farms. 


COVERED BY JUST 


LOW MILLINE 
TWO DAILIES 


RATE 


Last but not least, Spo- 
kane’s two daily news- 
papers offer thorough 
coverage of their isolated 


Dominating influence is 
secured in the Spokane 
Market by using Spo- 
kane’s two great dailies 


dealer with your name and address 
,and your full purchase price will 
Spokane is over 300 miles |be refunded by us.” 
distant from any other In connection with this guaran- 
raph) : Fi tee, the company has agreed to re- 
city of comparable size. \imburse dealers with the full retail 
Its Inland Empire is | purchase price, thus assuring the 
. |dealer of his profit on the original 
bounded by four great | sale, even though the merchandise 
mountain ranges. Test 'may have been returned. 
may be made without re- The two lines being featured, 
‘ . , Petri Vintage 1935 and Petri AA, 
sults being affected by jare being sold in resplendent new 
advertising and sales ef- bottles and labels designed by Joseph 
forts elsewhere. Sinel, well known industrial de- 
De signer. One feature is that the wine 
o variety name, such as port or 
<4 sherry, is given equal visibility with 
the brand name so as to facilitate 
customer identification. The bottles 
were also designed so as to insure 
easy handling and pouring, espe- 
cially by women. 
Erwin, Wasey & Co., San Fran- 
cisco, is the agency. 
Push Lotion Over NCBS 
Preparatory to launching a mer- 
chandising drive for Balm Aloha 
i|hand lotion, a product of Warren’s, 
|Inc., over the North Central Broad- 
|casting System, St. Paul, officials of 
the system, Warren’s and the Ger- 


° ° ald S. Beskin Agency met in Min- 
alone. Their combined and diversified market at /neapolis to outline a program which 

; ° . . reasonable cost. € will send five network field men 

SUNDAY week-day circulation is st. On the 'through Minnesota, North and 


over 120,000. The Sun- 
day Spokesman-Review 
has a circulation of over 


90,000. 


basis of average daily South Dakota to contact dealers and 
take orders. The promotion will be 


circulation for four 
° in connection with the radio shows, 
months ending July 31, “I Want a Divorce” and “House- 
1940 their milline rate a Bureau of Information.” 
was $2.58. 


EVENING 


Rouse Forms Agency 
Eugene F. Rouse, until recently 
president of Logan & Rouse, Los 
| Angeles, has organized his own ad- 
|vertising agency to be known as 
Eugene F. Rouse & Co., 816 W. Fifth 
street, Los Angeles. Leslie Baird 
will handle production and Allen T. 
West, Jr., will be account executive. 


-_- 


Spokane Dnily Chronicle 


EVENING 


S-T-R-E-T-C-H 


Your Advertising Dollar 


HERE'S HOW... 


Use Lourel’s Improved Process for Repre 
ducing Booklets, Folders, Catalogs. $00 
(8% x11") copies only $2.63; additional 
100's 22c. Request Free Descriptive Monvol 


LAUREL PROCESS CO. 


480 Cancel Street, N.V.C. WaAlker 5-0526 


VASHINGTON 
120,000 .... An All-Time High 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 
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it LOOKS LIKE ORANGE JUICE, AND IT PROBABLY IS 


Huge U. 5. Income - ——— ennai 


Likely, Asserts 


‘Barron's’ Editor 


Winter Slump and Then 
Tremendous Boom, Is. 
Picture He Paints | 


St. Louis, Nov. 20.—The national | 
defense program of the United | 
States may run into expenditures of | 
as much as $50,000,000,000 in the 
next five to seven years and will 
boom business to all-time highs, the | 
14th annual Sales Executives Con- 
ference was told here Friday by | 
George E. Shea, Jr., editor of | 
Barron’s, national financial weekly. 
Some 1,200 sales executives from | 
all parts of the United States | 
attended the meeting. |years ago.’ 

“Some of this expenditure will be} Mr. 


BPR onl 


Fe 


Ce 


This group gathered to toast Hedda Hopper's second year on CBS for California Fruit Growers Exchange, and naturally the 


toast was drunk in orange juice. From left to right: Don Belding, Lord & Thomas Los Angeles manager and vice-president; 

D. W. Thornburgh, CBS Pacific Coast vice-president; Paul S. Armstrong, Sunkist general manager; Miss Hopper; William 

Beatty, Sunkist vice-president; Russell Eller, Sunkist advertising manager; and Thomas McAvity, vice-president and radio di- 
rector of Lord & Thomas. 


goods in such fields as clothing and $16, 000,000,000 of the national debt 
Shea predicted a slump in house furnishings, also in amuse-|limit was characterized as “con- 
financed by larger tax collections,” | general business activity this winter ments, and the demand for higher- | servative ” in view of the immense 
Mr. Shea said, “but I don’t think | before the defense activity gets into priced goods will be increased,” he armament and spending program 
that much more than half of it can|high gear but asserted that after said. projected by the administration. 


possibly be met with tax funds. ‘that new highs will be reached. |\“The most optimistic view to be 
taken is that the multiplying effect 


Next year there will probably be a |The obvious stimulation of arma- 
government bond selling campaign | ment industries will be followed by Secretary of the Treasury Mor-!/of armament expenditures’ will 
like the Liberty Loan drives of 22|increases in prices of low-priced genthau’s request for expansion by |increase the national income from 
| $70,000,000,000 to $120,000,000,000, 
|and, if such a calculation is correct, 
we are in for more prosperous times 
|than most of us have been able to 
imagine even on a joyous New 
Year’s eve.” 

A warning note against the inevi- 
table deflation of business condi- 
tions following the completion of 
the armament program was sounded 
by J. J. Nance, general sales man- 
ager of the Easy Washing Machine 
Corporation, who recalled the crash 
of 10 years ago following a period 
of post-war prosperity. 

“Once again we are entering a 
period of synthetic prosperity,” he 
said, “just as we did in the last war. 
In sharp contrast to the decade just 
past, business for the immediate 
|future as least is going to be good. 
|Orders are going up, prices are 
| going up, and profits are going up, 
bes e hope. If we’re not careful, how- 
ever, they’re going to our heads.” 

He pointed out that business could 
|not plead ignorance if a collapse 
|were not cushioned because of 
|recent experiences and warnings 
being voiced all around. He cau- 
tioned against wild spending and 
advised keeping sales promotion 
and advertising abreast of improve- 
ments. 


Sees Huge Increases 


| Louisiana Law Void 


| The Louisiana state license law, 


Graeme Fletcher, KF H Newscaster 


Sh-h-h-h! DON’T LOOK NOW, 


| stitutional and void by the Louisi- 


= — Bo a” aca ce . be — re. eae os a,l- | ana state supreme court. The at- 
When a certain Kansas radio station — ing stand-bys as Major Bowes, Jack | {orney for the American Society of 
made a certain 1940 Audience Survey, Benny, Elmer Davis, H. V. Kaltenborn, | Composers, Authors and Fublishers 


pointed out that whereas total col- 


KE H failed to snicker, sneer or shudder. and seve al times ahead Bing Crosby. 
£ - 


9 ‘ ‘ . . for the past year amounted to 
lor, while indicating generous aud- Bob Hope, Kate Smith, and all others, $65,297 his taxes in the 64 parishes | 
ience gains for KFH in all categories, this not to mention single station celebrities. — S3o9'hoo, "Youd amount to 


Barton, Benson 
on Radio Award 
Advisory Board 


Athens, Ga., Nov. 20.—Twe 
nationally prominent Americ: 
constitute the personnel of 
George Foster Peabody Ra 
Awards Advisory Board, Presid 
Harmon W. Caldwell, of the 1 
versity of Georgia, and Dean Jo in 
E. Drewry, of the Henry W. Gr. iy 


=. 5 . 
(aoe u 


School of Journalism, have  p- 
nounced. They are: 

Dr. S. V. Sanford, chance} or, 
University System of Geor ia: 
Bruce Barton, president, Bat n. 
Barton, Durstine & Osborn, ) ow 


York; John Benson, preside it, 


| which levied a tax per parish of | 
Bl ) } ew 55,000 on the collection of music 
| royalties, has been declared uncon- 


lections on royalties and copyrights | 


American Association of Adver is- 
ing Agencies, New York; Virgir ius 


Dabney, editor Times - Dispa'ch, 
Richmond, Va.; Norman H. Da is, 
chairman, American Red Cross. 


Washington, D. C.; Jonathan 
Daniels, editor, News and Obser er, 
Raleigh, N. C. 

Mark F. Ethridge, vice presicent 
and general manager, Cour er- 
Journal and Times, Louisville, ‘<y.: 
Waldemar Kaempffert, science «di- 
tor, New York Times; Alfred A 
Knopf, publisher, New York; Dr 
John W. Studebaker, United States 
Commissioner of Education, W: sh- 
ington, D. C.; Mrs. Marjorie Pea- 
body Waite, daughter of George 
Foster Peabody and president of 
“Yaddo,” Saratoga Springs, N. Y:: 
Edward Weeks, editor, The Atlartic 
Monthly, Boston. 

Designed to give educational 
recognition for public service by 
radio, the George Foster Peabody 
Awards were established last May 
by the board of regents of the Uni- 
versity System of Georgia. The 
awards were set up with the 
approval and active cooperation of 
the National Association of Broad- 
casters. 

They are designed to provide the 
field of radie with the same stimulus 
|and incentive to public service that 
the Pulitzer awards give to news- 
papers and literature. They will be 
administered by the Henry W 
Grady School of Journalism of the 
University of Georgia in Athens, in 
the same way that the Pulitzer 
awards are handled by the School 
of Journalism at Columbia Univer- 
sity. There will be awards for 
small, medium, and large station 
land also for networks. The [first 
awards will be made in 1941, } 
ably at the annual Georgia Press 
Institute. 


| Armco Promotes Two 
| The American Rolling Mill Com- 


/pany, of Middletown, O., has pro- 
moted J. A. Ingwersen to manager 
of the sheet and strip sales division 
and F. E. Wortley to manager of 


Midwestern sales. 


Calco Appoints Mathes 

The Calco Chemical Division of 
the American Cyanamid Company 
has appointed J. M. Mathes, Inc 
New York, to handle the advertis- 
ing of its household products de- 
| partment. 


(and it didn’t cost KF H a cent!) 
called Graeme I'letcher the most popular 
radio personality in Kansas. His rating 
was almost double those of such outstand- 


survey 
availabilities 
with the Pro- 


Wire for Graeme Fletcher 
on the “Wichita 
grams!” 


Station 


Map shows coverage to the .1MV/M line. 


CBS - 5000 WATTS - CALL ANY EDWARD PETRY OFFICE. 


319 E. 44th ST.,N.Y.C. | 
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BACK AGAIN 


Two of your best friends 
are back in town! 


+ x 
>. * 
UT ». FIN 
FLORIDA ORANGES—tamous for thew extra pasce 
FLORIDA GRAPEFRUTT — prized tor its clean. tangy taste! 


“he firet of the type sew crop bes already reached you marke! More 1s 00 the woy 
the woinloed ifs being rushed up sorth— tree ripe, tree-fresh fauly bursting =.’ 
Lectows flower and hterelty eoded with satura! vitamins cad misercis 


Kup | mute Ome he gh! Neen oma or 
nef ame nee roy Manes, 


east mow © geve poms tema the pant tenes nad pam beaith (he! wer me we ewe toe Tete 
spare ee Parte 
‘nor 9 eons mw come: eb pou: grave: tor eee nee orp Parte oranges sas gragem ut 


TUNE IN MARY MARGARET MCBRIDE Amenos + Beowed Covwnma 
tee Ae 3PM EST 2PM CBT — Monday through Prater Cotumine Network. 


FLOMEDA CTTRDS COM@EEHON + LAKELAND [ORIDA 


Newspaper copy for Florida oranges and 
grapefruit reappears in various cities as 
the fruit returns to market. 


Nat'l. Distillers 
Drives Hard for 
Cheerier Yule 


New York, Nov. 20.—When better 
Christmas cheer is made National 
Distillers Products Corporation in- 
tends to be a potent factor in the 
making, and a formidable holiday 
advertising and sales promotion 
program has been prepared to that 
end. In view of the fact that busi- 
ness forecasters anticipate that holi- 
day business this year will be the 
biggest in years, National Distillers 
wants to make certain that none of 
its products is overlooked. 

The usual holiday gift cartons in 
colors have been prepared for all 
ryes, bourbons, blended whiskies, 
gin in various sizes. A formidable 
‘ of national magazines is 
scheduled as well as several hun- 
dred daily newspapers. Outdoor 
painted boards are being used in 
large cities and car cards are being 
used in five of the largest metro- 
politan centers. One feature of the 
holiday promotion program is a “zig 
zag spread” in color in the January 
issue of American Magazine, which 
appears early in December. It will 
be the first appearance of this unit 
for a liquor advertiser. 


Offers Calendar Again 


The “Gift Shoppers’ Calendar,” 
which was introduced by the com- 
pany several seasons ago, again is 
being offered to package stores as 
a means of reminding customers of 
the number of shopping days re- 
maining before Christmas. Other 
promotion items being made avail- 
able include several counter and 
back-bar displays for various 
brands and a holiday festoon for 
lecorating back-bars which groups 


ee 


Carrying MORE 
NATIONAL SPOT 
ADVERTISING than 
ALL other Baltimore 


‘together several large bells, 


| 
| 
| 
| 
| 


/avenue, 


each 
bell featuring a product. 

Among the brand names to be 
featured are Old Overholt rye, 
Mount Vernon rye, Old Granddad 
bourbon, Old Taylor bourbon, Old 
Crow rye, Gilbey’s gin, P. M. de 
Luxe and National’s Eagle, blended 
whiskies, and Old Sunny Brook, 
Hill & Hill, Bond & Lillard, Black | 
Gold, Old McBrayer, Bourbon de 
Luxe, Blue Grass and Old Hermi- 
tage. 


‘Small Starts Service | 


Edward Small, formerly with M. | 
I. Lewis Advertising Agency, New- 


lark, N. J., has opened an advertis- 


ing art service at 169 Schuyler 
Newark, for advertising 
agencies and printers. 


“PM” Not to Take 
Advertising, It Insists 


In the face of published reports 
to the contrary appearing in news- 
paper gossip columns here and 
elsewhere in recent weeks, PM 
is standing fast by its assertion 
that it will not alter its “no-adver- 
tising” policy after the first of the 
year. 

“Such reports are absolutely un- 
founded,” William Baumrucker, Jr.. 
business manager of PM, told Ap- 
VERTISING AGE. 


Watkins Named A. M. 


Fred D. Watkins 
from the advertising staff of the 
Topeka State Journal to become 
advertising manager of Rorabaugh- 
Buck department store, 
Kan. 


has resigned 


Wichita, | 


Stickers Widen 
Use of Discs as 
Greeting Medium 


Charlotte, Mich., Nov. 20.—Not 
only has the Wilcox-Gay Corpora- 
tion, radio maker, made it possible 
to convey Christmas greetings on 
its Recordio discs this season but it 
is offering to dealers whole sets of 
stickers for the center of the discs 
which make them appropriate not 
only for Christmas but for such 
events as birthdays, Mother's Day, 
Easter, Thanksgiving, Father’s Day, 
Valentine’s Day, etc. 

To promote the innovation as well 
as the recording instrument, called 
the Recordio, the company plans to 


use newspaper and national 
zine advertisements as well as 
counter and window displays. The 
stickers, which are lithographed in 
four colors, will be sold to owners 
of home recorders at six for five 
cents. 

Since its introduction in the Wil- 
cox-Gay line last year home record- 
ing has been made the outstanding 
feature of the company’s 1941 line. 


maga- 


Simplifies Copy-Fitting 
Arthur B. Lee, production man- 
ager of the B. D. Iola Company, 
New York, has invented a simplified 
copy-fitting system applicable to 
,400 different type faces varying in 


size from 5's to 18 point. The 
device, said to incorporate many 
|} improvements over previous sys- 


i;tems, sells for $2.50. 


Cn IC AGO’S metropoli- 
tan market has changed 


years. 


during the past 10 
Census figures reveal that 
population has increased 
Most 
the 


change in distribution of 


approximately 2.8. 
important has been 
population within the market 
area from city to suburbs. 
Total evening newspaper 
circulation in the city and 
suburbs has followed the 


trend of population, rising 


te 


.2°¢ during the same period. 
But this field 
has been an important 
The 
TIMES has increased its 


circulation by 171°. 


within there 


change of readership. 


people 


who once read other papers 


: 
* 


7 


MONS 


_ a 
. 


this trend which is so impor- 
tant to the effective direction 


of their advertising programs 


in this market. 


Kvening newspapers in 
Chicago and suburbs today, 
as a whole, offer the adver- 
tisers more readers at a lower 
‘ Chicago TIMES 


cost than they did 10 year 
The TIMES policy of 


ago. 


low milline rates 


with its great growth in read- 


ership has been materially 


responsible for this result. 


Those advertisers who 


combines 


Pie 


’ 
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Metropolitan 
opulation 


Total Eveni 
. ng New 
Circula tion nh 


Chicago 


(City ana 
Suburban) 


irculation 


{ City and 
Suburban) 


Milline Rate for 


(B 
ased on Open National Rate) 


A TABLE or 
THE CHICAGO 


keep their selling programs 
in step with the changes in 


the market have changed to 


CHANGES 
ARKET 


THE 


TIMES 


on ’ 


1 aa. “C CHICAGO'S PICTURE NEWSPAPER 
are now reading The The TIMES because many NATIONAL REPRESENTATIVES 
TIMES. Sales and adver- of their best customers are RJBIDWELL ae a N. ANGIER 
tising managers are alive to. changing to The TIMES. SAN FRANCISCO ATLANTA 


MAT) WAL REPRESENTATIVES —_— 
EDWARD PETRY & CO. —————— 


| EC) aa RC I 


i at OES — ine . te ng ‘ 4 : et eh. wa eps Sat : Me. Se 4. 3 ee eee — ‘ i ke eas iB bee 3 . hs - - ; a o TO res 
n Sep: 
oa : ~~. ni 
= —— ae f 
ba: 
a ead 
e wy! 2 = 
e ‘ aa 
: oil 
0 ‘ at, foie 
t , = ee 
; : e ‘ag 
n meen ints 
ly . ~ 
a; ee SSS oa 
piss eerapeetvan Pratt ee 
Se | re j 
Py FLORIDA oranges and grapefruit 7 a oe ; + ie 4 > ia eet Lee Sis. ee ae 
=, Ss SW pts Bs : oe p a . iat a ‘ ip : FF ig (a eee si ewe i “ hs ed ‘a : ol 
‘. = Pas _ — ona « a4 " 
yy Se an en ae ae s 
$ ‘ fad a +5 hae = ag *) 7 > 4 Soa “sh 9 . a . : : 7 i? , ae ay 
nt me alee sy See eee i an Ae ea a er 
r= : = See te, - “ia ; ss 
‘fh Sie Se er kl ame 
ee Witears: Mee (tere ae “silat a MAM 5 es hes 1p my tee 
tes a ES " . pF é ig ut be? ae os se ; 2 . em al . bey, 3 r “ , 
h- Ave i ale Me ag . a a. 
Ht 5 i 4 i CT * cn a th -— 2 
ge —_ BF : ; eee Pe ike ie ae : aay: _ 7 ie * , 
of Re, 00.42, ¥, — a P ' ~ grag 
3 a . DY Te oY wen as F 2. gy rs 
¥.; ; 4, ’ ee ee ~ See aS Wee ee nm wer - a: 
Ni... maa : 
‘ \ et : » : i ; v “Al ’- “~ * . Fs . ; 
al ye : : ‘ , , Ae : & my ‘ Ly bee : 
ge z =a “ =i 4 > xv ~~ Mut a ip . 
by fe) : 4 ’ 4 ¥ Ca a aS a : be ae iy - 4 § Oe v 4 

sad ae a tc en R ¥ ; . ony ~S : ~ — 

Lay eg pee CO. pun Gee se = 
nl- : go, — : " ~—" 
rhe i a ad ee vee” Age —y~ mA i Op : 

{ ‘o:3 <i ie ES aaige an ‘. 4 

he : SD ip Oem ee i. Se Bor a 

1 of ice Bi , a 4 - i ." 7 *. —" 

id +h re ft ~ : : aa Nea ——- - 
1d. re a 4 De >> : iad 8 be 
tne ; ie mee som a Ys ry 7 y 
er -’ t, - a 
ulus Par: — ‘ sel "a 4 

oe > — . af ) ‘ . ‘ . wy a 

ws= i ai . a ~ desc: 

| be 3 0 a= oa, a . & . ac _ = pac: 

W HVT i gesioeh Uele a gaa , q Sa 
the f 6 WEED f = : ee 
in a ‘i “ 465, Ae 7 a 4 % ede ‘ ye “4 = % 3 i ae ‘ 

‘ — —— —ga | ._ = % 
hool Anbar ' —s >: 7 "27 _ f 
vere 6p dle Dae to ae A er ae ne « — - 
' oR Te <h R pe , _- ‘ S 

for a 7 -™ . 4 = a - -; 3 
ons MD ennai. A) a i . . \ 4 ; o? 7 7 - 

‘ rst ; 5 . Ss i mm 
an : bees Lyv eee = - ry 
. — > * - - . = f 

ress ' ) neaee haan cola? | ie ada _ ? s 

J ~ | = - a Le : “+ &.* ? - 
ee. ‘i * _— , . " Be ileal i 4 : 
3 F " _ : 
om- ’ i ¥ 
pro- wa | 
ger 4 
ion * fl 
-" 
| 1930.1947 
of ee 4 
Any Pe 1930 1949 0 GAIN or Ne 
ruis- _ . 
de- e 
4,439,818 ) 
’ = is 
ae: Tk nice naaasemdeaeigmitiaiatian 42.822 . 
A per Fa 
sez hare +2.182 
Pr 
1712 
Pe ee eee | 

‘ a Vv . / 

‘owt Evening Field , 

\ es | Filline Rate for a = 
see The TIME * 
Stations COMBINED. rs $2.30 | 

, a ' $1.34 41.73 . 

F 
a , a 
MPS yr ee os es |) 
mn! ’ 
\S al 3 
3 S | 
any | 
co 
ae. 
A ee re os \ ‘ “4 es = .y as = i “te : sae OA Clg coal Gb ie + Vs Be —— 7s a = 
OS My “yard ? & pia, pay 2 oe ae 2 Seo - & Sie Ee se BS 2s Pot ea ppt Late? Eee” eu. i eles 2, 
oy <% as aes Pn. = bea + ik ~! Me “Ares yes % ae * 3 q pat os ms My a i” - ote Se E SPs = * Pt oe rt me iy — . k is “4 aS 


nd mye . 


18 


ba err x2 ah3 pi ee ae 
inl PPS ai ie 


ADVERTISING AGE 


November 25, 1949 


Voice of th 


One for the Book 


To the Editor: Here is one for 
the book—your book. 
Last Sunday, Genuine Phillips 


Milk of Magnesia was advertised in 
our gravure section as a_ product 
recommended by doctors. Please 
notice the unusual tie-up at the top 
of the page. Evidently the kitten’s 
doctor also made the same recom- 
mendation for—among other items, 


he too appears to have been given | 


a dose of this excellent remedy. 
WILLIAM A. Dyer, JR., 
National Advertising Manager, 
The Post-Standard, Syracuse, 
N. Y. 


7’ VY FW 


It's Quality in Music, 


Not Quantity, Says ASCAP 


To the Editor: You have been 


devoting a good deal of space lately | 
to the ASCAP-BMI music situation | 


—but all of the articles have been 
from the BMI viewpoint. 

Don’t you think your readers 
would be equally interested in the 
ASCAP side? 

After all, 


ASCAP does have a 


very large percentage of the music | 


that the public wants. It does em- 
brace in its membership practically 
all the leading composers. It does 
have a record of 25 years of service 
in the cause of music and its crea- 
tors. 


The argument of BMI that only | 


25,000 musical selections are needed 
to fill radio’s annual requirements 


is like saying that only 10 motion | 


pictures are needed to fill 10 the- 
aters. But those theaters wouldn’t 
attract customers with just any old 
10 pictures. Nor will just any old 
25,000 compositions hold the radio 
listeners. 

Quality, not quantity, is the thing. 
Do you think that the acquisition 
of a Nazi catalog of 10,000 selections 
has given BMI a single “Old Man 
River’? 

Do you think that the Fascist 
music acquired by the chains con- 
tains one “Stardust’’? 

It took ASCAP over a quarter of 
a century to build up a catalog from 
which broadcasters can fill their re- 
quirements of music that is accept- 
able to the public. 

Can you name six BMI tunes of 
that caliber? 

Don’t be misled by the number of 
times a BMI number has been 
played on the networks. The broad- 
casting barons can force bands to 
play BMI music, but they can’t 
force the public to listen. And the 
mere playing of songs over and over 
doesn’t make them hits—as you can 
ascertain from official reports of 
sheet music and phonograph record 
sales. 

It has taken years for ASCAP to 
grow into a membership of proven 
composers who can be depended 
upon to fill the broadcasters’ music 
needs. 

Can you name one BMI composer 
in that class? 


Milk of Magnesia—and Phillips’ at that—on the medicine shelf below the cat 
provides a tie-up almost too good to be true for the Phillips ad on the same 
page. 


e Advertiser 


This department is a reader’s forum. Letters are welcome. 


MILK OF MAGNESIA FOR MAN AND BEAST 


Thank Him, Mother 


FOR ONLY YOUR DOCTOR CAN KNOW 


Don't Give Your Child a Bargain Remedy 
You Don't Know All About 


| 
ie 


ca 


a 


All that BMI has done to date is 
to juggle figures and make prom- 
ises. 

Statistics can be made to do many 
things—except produce music like 
that turned out by Irving Berlin, 
Cole Porter, Jerome Kern, et al. 

But band leaders can’t play prom- 
ises, and when Jan. 1 rolls around 
a lot of advertisers who use radio 
will find that BMI had kidded them 
into a predicament. 

I’m sure your readers have too 
much at stake to play ostrich in a 
situation that calls for realistic and 
practical consideration of the facts. 

And a publication cannot serve 
its readers honestly unless it gives 
them all the facts. 

A. P. WAXMAN, 

Public Relations Counsel, 

American Society of Compos- 

ers, Authors and Publishers, New 

York. 

v,vy 


Give Them Vanilla 


To the Editor: If this is the 
method endorsed by ADVERTISING 
AcE for “creating” effective adver- 


READERS FIND SOME SIMILARITIES 


“POLITICAL” COPY RINGS THE BELL 


» local delles leet wont 


ory Allenteee Pe. om eppertunity te 


fet ehioe 

this Uek / 

- \ mo 4 b > : 
¥  a—«~ 


SPRINGFIELD é DAILY HERALD 


eee ee -_———— ~ 
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The copy and capticn at the left, which appeared in Advertising Age recently, 
causes some disturbance among advertising men who find it strikingly similar 
to a page in the Meyer Both newspaper service. 


tising—we’ll take vanilla! 
No doubt Stanton Meyer 
staff are greatly pleased at your 
praise of their copy and layout. 
Two “ADVERTISING” MEN, 
Jackson, Miss. 
P. S. Has Borden fired Elsie? We) 
didn’t know she was waiting tables | 
now. 
[Editor’s Note: ADVERTISING AGE | 
made no assertion that the adver- 
tisement it reproduced showed crea- 
tive ability on the part of the com- 
pany that used it. Undoubtedly it | 
was an adaptation of the Meyer | 
|Both advertisement shown, but isn’t | 
ithat what newspaper services like | 
Meyer Both are for? | | 
i 


Interested in Forms 


for Use in Idea Submission 

To the Editor: I think it was in 
your publication that I saw an 
article dealing with the legal as- 
pects of buying and selling ideas. 
We frequently receive letters from 
individuals who claim to have orig- 
inal ideas of value to us. Many of 


and | 


| 


You might also be interested to 
know that I secured about 25 first 
edition magazines and an offer to 
purchase some 700 from another 
collector, who evidently has had a 
little hard sledding of late. My col- 
lection at the present time has 
reached nearly 600. 

Thank you most sincerely for 
your cooperation. 

Linwoop B. Law, 

Executive Secretary, Buffalo 

Junior Chamber of Commerce, 

Buffalo, N. Y. 


How Advertising Works 


in Australian Election 

To the Editor: On Sept. 21, a 
federal election took place in Aus- 
tralia, and under separate cover we 
have sent a set of proofs of adver- 
tising which we produced on behalf 
of the party representing the gov- 
ernment. 

This campaign is of special in- 
terest from two points of view. In 


“One bond unites us all, to 
wage war lill victory is won...” 


CHURCHILL SOUNDS CALL TO THE EnePine 
‘Let us te the Task te the Berths. te the Toit Te 
fach te our Pert each to ur Station There ae ee tered Motes Corernemens 
9 not » week nore day mer an hour te be lost = oaeewe © aoe 


-—— 


For the Senate, VOTE (|) BEM, (7) ABBOTT, [}) PATRICK — and member emery other square 


the first place, it is an example of 
how political advertisers in this : ; 
‘country are perhaps a jump ahead be the last national election to be 
of those in other countries in real- 
‘ising the value of using modern | duration of the war. 
their | real reason why the election was 


advertising techniques for 
particular purposes. 


AUSTRALIAN BALLOT 


HOW TO VOTE FOR 


GOVERNMEN? 
CANDIDATES 


Mark preference numbers as indicated belo. 
Place a number in EVERY square 


in certain electorates # will be noted thet squares are left * 
These must be filled in sccording te the Voters preferen | 


the UAP. or UCP candidates respectively 


OF REPRESENTATIVES 


ee 
coum, Ts wee, | seman et 
"Ea 


| 
| 


mean C0 8 =e 
HOW TO VOTE for the GOVERNMENT SENATE THREE 
The nemes of the MENZIES GOVERNUENT CANDIDATES are grouped and marted “8,” and th 
divevtion gree betow has tevm agreed to by beth WAP and UCP ¢ 
ajomuns+ |eipammins. leagrmisce |e igammer «|e (TOO, « « [igen 
| | S$ wer 
| i ee ees Cee, | « (a) assert s | ¢ coum 


aizeuem ..ieyscent.+ |e yptanm . Sie «[S) Pareice . 
1 i 1 


Ve Re ee ee 


ea 


Here's how an Australian ballot really 

looks. Note that a number must be 

placed before the name of every can- 

didate, including those you hope will 
lose. 


the first and, in all probability will 


held in a British Dominion for the 
In fact, the 


|held was to clear up political align- 


The second point of interest is | ments that were a legacy of peace- 


| that this election was, we believe, | time and which stood in the way of 
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PRINTING 


Now...more than ever... 


You’d 
look to 


better 
Quality / 


We've all had our 


There can be 


these people desire some protection 


in writing before divulging the na- | 


ture of the idea. 

Can you advise if there is any 
legal form or contract to handle 
such a situation and which has stood 
test in the courts? 

If you know of the existence of 
such a form could you tell me where 
to procure a specimen copy. Any 
assistance you can give will be ap- 
preciated. 

K. E. STAUFFER, 

Assistant Director, Advertising 

and Display, The Kroger Groc- 

ery and Baking Company, Cin- 
cinnati. 
y,vry, 


First Edition Collector 
Gets a Big Hand 


To the Editor: I certainly want 
to express my appreciation for your 
printing of my letter in your pub- 
lication. I have had numerous re- 
|sponses to it from various parts of 
the country, including Minneapolis, 
Davenport, Ia.; San _ Francisco, 
Philadelphia, Washington, New 
Haven and Toronto. 


work. We've all learned a few things. 
no substitute in adver- 
tising for quality. The advertising 
firms that have kept their standards 
up are the ones that have gone ahead. 


So to be sure of the finest work use 


| 
| 
| 


run of commonplace 


Faithorn COMPLETE SERVICE for your 
advertising production requirements— | 
ad-setting, engraving and printing—all 
under one roof. This means a definite 
saving of TIME, ENERGY and MONEY, 
without sacrificing quality. Let’s get to- 
| gether. Write, or phone Wabash 7820. 


Kaithorn Corporation 


AD-SETTING - 


ENGRAVING .:- 


PRINTING 


504 Sherman Street, Phone Wabash 7820 
CHICAGO, ILL. 


A Comprehensive, Complete Day and Night 


Service for 


Advertisers and 


Advertising Agencies 


3 = = ‘ 
= . _ — pe , 
7 | — 
al | | 
. | a tear _ a ——— 
x vir 
id ¥ 
=z , wo Sn een 3 6 =e ora 
aac Se. OS ee ’ y a Set 
Be ve! aa. ipo oe ify x Shy J+ 
oe a Wyiowes 
poe LT. 5a “ies +s | ee | 
a 4 L aa : a 
et at . , as ane re ae : . | — 
, ate a: gee Don't do this / 
ig = i : a : _ CS 
3 ae. hi a I ae — eee © ye 
fee. TT | oe veges a aN, | — a ise! og) — : 
te “g - ‘ : } ie Soames i eoeere a 
agi — © ‘- 4 yee gun nns GER 3 
2 : “a aa : ; ’ oe cate : 
ea — a | aes, ate | cama ke” nce, |B ecmne's 
= | 1g , a re ear . 
ae - “ = ' ene | Let Drino keep drains free Sos rm lcisto A eevee ss’ ass —" . 
Teed | ee Eo ” a Demme «10.0: | sem ebe ams | emmmnas 
- rove seems eines 7 iS-'..55 wacguene . geese 
2 a mae i oy 9 4 = ’ Dee seat: | Maeno 
“" Fa ad clerk i eee ot 3 K Tita 47 gen Og Bice ee ee 
—- Way ny ee weary nae Iie a. eh Demawecs wer hes wae Wann: 
Paes Se EF Fe oe rae wa) | Geren tse Staite. - «ai he : é 
cea ee «in Socom tg ye ee” wes ee. Se ee eee: 
a ‘ie ss meses means oS) Gammel, PSS! |p vault 
ee , : : iS es heptane |:{  <. ra | 
— | acai ite ~ ic came Oy eunen oom east sveey me eienue Benenee é 
; : — eg gimmees 8S MORTH SYOMEY Oust 
Ee ng iow Reorie “was; Pimcmmee “eas gemma ss , 
ae oe , [(_——————n | ew Cree nee eae S | 
. manne ihe AGS P o a | aa tae Ser eENED CEN GEI = i a pa , eMONARO Lame ae metab ’ 
eat ow" fe: i 2 es, ~ | Besse oe camasume (marc: 
nee 4 a , 4 4 ” a i ah Besse a) eet 
eR hy . . : _ * eee a ae Home 6©6osess | sneer em wars umrrae 
ee : OoDENT fe.) ¥ , a ed ae 4 “bo —ry re CULE Gonkee tar 2 Sarr. «+ | 
a ae , a e SRT as Aaa | Ee ce stats eine | Wedtetchon : 
el tm * SS ae. hess, po dnnedag OS 7 
PLE 5 y y ui > rE a ee ano WEST syn | 
, . as a” Oly » 4. Di oe g Sans 8S! ig emome BRP aes | eaten etm 
a oe A ‘i - . ; ~ ae ai . oc. 6 & toe, 2 omnes e err D ner ws - F 
— -* Whe 4 4 . 
” i ” gee 
. ‘ . : * 4 _ he 
‘ te s n 
: . fi. i so 
"pase ' ; } —— mae 
| : " 2. SE 
; it i he tetaet Gace Gm Go Aestnin pu Gee | Simates en Steean as O teced tome on — 
Ss il ws 4) aan _ | SS. ee 
atl ~ oh . he LS ; * e ‘ , 
4% es = =—=—h lk ae 7 | a ri}. 
> ay. : . ree vet { Sse ew ee eo v 
; a 
eS : me See ; -— « 
x ; . ‘ a nn | 
Ba " ° ’ ? s m on obese - _—" = (~3 x) | ee — 
v Cane wen ces, gna : esheets “ Sa er es emennemnns | PMILLIPS’ MILK OF MAGNESIA Fay ee) 
2 = eter Qreviogh bed & be oomet te ae | ~ H 
ie . a = ———Ex > 
F Jae 
ce ae 
‘5 . ay 
“a SaUER IRENE 
* 
oe ; Vv, 
| q 
.4 . 
4 — y ea 
i ; 4 
§ id 
Ey — 
hoe 
in 
ere 
: ae et 
ho gee - 
ca EE Ee 
7) ae 
is 
sake 
Fie he ‘ 
ern | 
ea . | 
ra iia eee 
) et eee Se Pe | 
. 
[ — 
: DONT COUNT 
: this Ubeek / 
eS aaa i a 
a ' 
sal . ' 
io " ns = . 4 
‘4 " : 
* "4 > 
e — | 
be 3 He eee os te me ate oe =< Samo 2 2 aE ssa 
or] He cass: Ss 
ae SSsssSStS ee % : 
rhe : oe 55 
olen. SSS SESS 3 | 
SESS SS So mcwcwesc= 
? = See : 
a poe ee a : 
PEST penne: | | ee ee 
; Stocstmecscest amnesia a : rote 
; Se RC ' tee -3- 
, = 2 ' 
3 — - Se = ; ' 
“ ese thee efectwe (ul pege copy ES -* . “8 Ore conese see sreree veeerce a | 
oar 1 neeiieaeerneney pemos apres | ——————— ——— 
sh Bo | 
Ta" 
oe 
— ~omer ; 
afi : a : . ‘ s , , _- oF he 2 
ae : r ae <4 : pe ” = ‘ “tite ie, ’ “¥ ~~ ay a ~d _ * gab 72 ra 4 pe 2 ¥ > = se la 
; a og Pe Syl va re She Pee, es Se Ae eo me = ee > ae eee ge Salelt < ee Ee a v= - aes “: 
a be : oe 3 Ji lad a. i <i : ha ins ROE a, Ae “ i % igh ice tae ee %, x 


igs A ic ai ig ara Oe ee PR METS os CS Sa SS. Rie 


0 November 25, 1940 ADVERTISING AGE 


ness of any particular advertisement | and it is felt that they give in them- | would take us so seriously. | Church Dividends 
QUICK RESULTS |because of the lack of any yard- | selves a clear picture of the trend Our heading and the heading of | To the Editor: We notice you 
| stick by which results may be meas- |of Australian thought at the present | the ad next door make another one : 


_ured. In the case, however, of the | time. of those interesting coincidences. It have ’ ge & a o — jn 

opening advertisement in this cam- This campaign was the fifth con-|seems to happen so often I am be- oad tests date tee featurin Proe- 

paign (captioned “Menzies stands|ducted by us on behalf of these| ginning to suspect makeup men song Gamble’s “ch st aivtdend* 

with you Churchill’), the reaction | clients since 1934. | have an alert sense of humor and eo ; ete - PF or CBR and 

was immediate and unmistakable. | FRANK GOLDBERG, watch out for a chance to pull these | ood =P og _ _— = 
To the dismay of the opposition | Governing Director, Goldberg things. Thought you’d be _ inter- ‘ We ialtiene ee 
feamp, it excited enthusiasm)! Advertising (Australia) Pty. ested. hein lle ‘tai only told part of 
HES GETTING |throughout the community and the| Ltd., Sydney, N. S. W. Incidentally, we thoroughly en- a alates e th : Maan i G: ble 

THE INSIDE STORY | number of congratulatory messages | eee joy every issue of your paper in this por tga oO 1e Procter yvamble 

; jreceived by us exceeded anything . . department. : 
Reaalurd: 5 in previous experience. It was 2 Advertisers FRANK DOWSELT, _ ene evar & beige Inc., 
vo i Geties ‘interesting example of the tremen- | Also Cooperate Advertising Manager, Gutta Procter & Gamble is using 420-line 
— dous power of the patriotic appeal| To the Editor: When we planned) Percha & Rubber, Limited, To- | COPY, as illustrated in the enclosed 
oo cen | % |when the circumstances surround- |our gutta percha advertisement with ronto. proof, in the more than 100 religious 
‘one | |ing its use are favorable. \“Perky,” our wire-haired terrier,| To the Editor: Here’s another set publications which form the “Na- 
wr GUTTA PERCHA 


an eee In regard to the remainder of the |seated at the head of the table say-|of “Let’s-get-together” advertise- tional Religious Home Weeklies” 


jadvertissments, no comment ap-jing, “Give ‘em the inside story,| ments. They do it in Canada, too. group of Jacobs List, Inc. 


00) eer ben ehotry 
vend on fte Porchee 


GUTTA PERCHA cn pears necessary. They follow logic- | Boys!” we hadn't any idea that the | A. F. Bice6s, J. ArcHIE WILLIs, 
& RUBBER, LIMITED Meee ally from the first advertisement !makeup man of Industrial Canada’ Toronto, Canada. Jacobs List, Inc., New York. 
Ss ac 


No sooner does one half-page ask for | 
the inside story than the other proceeds | 
to supply it. 


achieving complete national unity 
and a full-blooded war effort. 

A perusal of the advertisements 
will show that the only issue dis- 
cussed was the prosecution of the 
war. Domestic and social issues, on 
which political campaigns are usu- 
ally fought, were practically ignored. 

The United Australia Party, 
headed by the retiring prime min- 
ister, Mr. Menzies, claimed that it 
alone had the experience of war 


will elect the next Government 


There are more women voters then men. so that it is the 
womens vote which chiefly determines who shall govern 
Australia 


By voung for a U.A.P. candidate you will be domg something that 
will directly help to strengthen Austraha’s war effort 


ign- Your U.A.P. candidate sands for one thing and one thing only — to 
o the war, Labour refused to jou a National Government bt even 
ace- « faces the electors with tts forces split unto three separate factions 
Clear it & too busy with i own war to prosecute efficiently | 
Austraha’s war! | 


lt for \NITED AUSTRALIA 
= PARTY candidates: 


for the Semete vert [}) one [2]sseers [}} raroee es 


administration and the means of at- | 


= e * f 
tracting united support which were 
necessary to prosecute the business Ime ‘ our ad V ertising to sell: 
in hand. It claimed, on the other | 
hand, that its chief opponents, the 


Labor party, offered only shifting 
and divided counsels, in conse- 


SS ae der yoo Bry age ans SEEty Time your advertising to there is, naturally, unusual 
e entrusted with the government yi: ’ When a cross-section of men and women in _* 
of the country at this most critical reach | hiladelphians dur- Philadelphia was asked: “How much time did you advertising response a 
time. ‘ P , ‘ spend reading these newspapers yesterday?” it was 
The campaign opened on a patri- | ing their /eisure hours—in found that women spend at least 43.1% more time fact proved by a recent 
otic note by identifying the Menzies a : reading The Bulletin than any other Philadelphia ’ : : _ 
government program with the real- the new Spaper that holds daily sonepanes, gy one = least poe impartial survey which 
ism, unity, and resolution typified io i a ee ee Se Sa Se See showe at The B ti} 
: = aan = oo See their interest /ongest. Philadelphia daily newspaper. showed that The Bulletin 
Churchill. Reach the hundreds of Average Reading Time is preferred for advertising 
In political advertising, it is usu- : ; Men Women , 
ally difficult to assess the effective- thousands of Philadelphia Evening Bulletin readers 54.5 min. 52.8 min. readership by far more 
, ‘ _ Newspaper No. 2 readers 37.9 33.7 Phitedoinhia of we thu 
single-family homes in the Newspaper No. 3 readers 28.7 36.9 iladelphia shoppers than 
afternoon, when the house- Newspaper No. 4 readers 56.0 $2.4 any other newspaper. 
wife takes her daily recess. The cost of advertising 
Use the newspaper that is most thoroughly read by in The Evening Bulletin is low —— one of the lowest 
all the family through the evening hours. anywhere. And this economy is furthered by The 
Place your adverising in The Evening Bulletin! Bulletin’s concentration of circulation within the 
A recent survey, by Publication Research Service Philadelphia retail trading area (95° ABC). 
of Chicago, shows The Philadelphia Evening Ask your advertising agency about this outstanding 
| Bulletin to be one of the best read newspapers newspaper which has led in daily circulation in 
| anywhere. Philadelphia for 35 years without artificial sub- 
Where there is such exceptional reader interest scriber inducements of any kind. 


Atha ot he Snemiig Calin 


Copyright 1940, Bulletin Co., Philadelphia 
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DEMONSTRATOR 


RBI A ‘ POLAROAR, LAU, 


This new demonstrator of the Polaroid 
Corporation, Cambridge, Mass., consists 
of two identical pieces of printed mat- 
ter, with Polaroid light shining on one, 
and ordinary light on the other. It is 
supplied to dealers without charge. 


ANA Study Shows 
Circulation Trend 
of Magazines 


Ten-Year Analysis of 
Rates Also Presented in 
New Report 


New York, Nov. 19.—Net 
circulation of 20 leading national 
magazines rose seven per cent dur- 


as compared with the same period 
of 1939, the magazine committee of 
the Association of National Adver- 
tisers reported today in its tenth 
annual study. 

The analysis, which is 
into four’ sections 
women’s magazines, 
monthly magazines, six weeklies 
and five additional publications, 
shows for each publication the net 
circulation by source, single copy 
sales by channels and subscription 


divided 
covering four 
five general 


sales divided both as to channels 
and inducements. Charts in four 
colors are used to illustrate the 
tabulations. 

For the June 30, 1940, period, 
the study shows that “direct to 
publisher” was the most active 


channel in supplying net paid cir- 
culation, accounting for 29 per cent 
of total subscription sales. Subscrip- 


than those of the publisher totaled 


26 per cent; publishers’ own field | 
; sales forces, 15 per cent; catalog 
as oe and newspaper subscription agen- 


cies, 14 per cent. The inducement 
receiving widest acceptance 
found to be “long term subscrip- 
tions (2 to 5 years), which ac- 
counted for 43 per cent of total sub- 
scription Twenty-nine per 
cent of subscriptions were pur- 


sales.” 


|page increased 8.9 per cent. 


paid 


ing the year ended June 30, 1940, | 


. . | 
tions sold by field sales people other | 


was | 


Announcing 


é For the First Time 
} | Real Coverage Of The 


HEART OF NEW ENGLAND 


Pt WNBX now moves to its new studio 
building and plant at Keene, New 
Hampshire and with 5000 watts, full 
time, becomes by far the most 
powerful station in New Hampshire 
” or Vermont. 

Now—first class service to this area, 
with CBS programs and experienced 
station direction permits better cov- 
erage wthout waste of all New Eng- 
. ae land with just 3 or 4. stations 
{including WKNE). 

Established in 1927 


5000 Watts CBS 


Formerly 
WNBX of Vermont 


KEENE, WN. H. 
WSYR WIRY WKNE wnex 
Syrecuse, N.Y. Troy, N.Y. Keene NH. 


Oeorerseats . t* eavruree “re 


chased for less than the basic price | 


of the publication, while 26 per cent 
of the subscription sales of the 20 
magazines were made on the instal- 
ment plan. 


Comparison with Rates 


In presenting data on circulation 


|and rate trends, the ANA committee 


shows that during the past ten years 
net paid circulation for the five 
general magazines rose seven per 
cent, while unit rates (per page per 
thousand, black. and white) in- 
creased 1.7 per cent, and rate per 
Com- 
paring 1940 with 1939 for these 
same magazines, rate per page de- 
creased 1.5 per cent; unit rate de- 
creased 2.9 per cent; and circula- 
tion rose 1.8 per cent. 


per page decreased 2.6 per cent|rate per page increased 1 per cent; |may be secured from ANA head 


York, for $6. 
are $2 each. 


rate declined 24.9 per cent; and net) figures comparable to those listed | Individual section 


paid circulation sears 29.8 per cent. above were not included for the five 
Comparing 1940 with 1939, there | 


—— a ‘ a cs | additional magazines covered. The 
SS SS ee 2d eo38 page; publications which furnished the 
unit rate dropped 6.9 per cent; and adie Gor the enlive renert were: 
‘net paid circulation increased 7.3 | 92515 or the enlire rep : 
ee | Women’s magazines—Good House- 
per cent. “ Ser 

keeping, Ladies’ Home _ Journal, 
How Weeklies Fared 


McCall’s, and Woman . Home Com- |cial research department of Swift 
In the analysis of weeklies, only |panion. Weeklies—Collier’s, Lib-| Co. Chicago, to become manager « 
'four publications were included in ‘erty, Life, Newsweek, The Saturday commercial research of the Repub! 
'the ten-year study, since Life and |Evening Post and Time. General—| Steel Corporation. He _ will | 
| Newsweek did not then exist. The | American, Cosmopolitan, National|located in the Republic bid 
| four magazines showed a 21.4 per | Geographic, Redbook and True | Cleveland. 
‘cent increase in circulation; a 21.5 |Story. Additional magazines — | 


Cowan to Head Republic 


Commercial Research 


Donald R. G. Cowan has resigne 
‘as chief statistician of the comme 


For four women’s magazines, rate | net paid circulation rose 6 per cent;|sets of the report’s four section: 


during the 1930-1940 period; unit |anq unit rate dropped 4.8 per cent. | quarters, 330 W. 42nd street, Ney 


Mr. Cowan is author of the boo'., 


'“Sales Analysis from the Manag: - 


| per cent increase in page rate; and | American Home, Better Homes & 
no change in unit rate. Comparing | Gardens, Esquire, Fortune and Look. 
/1940 with 1939 (for six weeklies),| A limited number of complete 


/ment Standpoint,” and president 
ithe American Marketing Associ 
| tion. 


“You want ME 


The following text, reprinted 
of the 
ALL” book, tells what your use 
of “TELL ALL” means to us: 


from Page | 


— These 


“TELL 


Re-read the last para- 
graph of Page | from 
“TELL ALL” reproduced oppo- 


site. Then read these com- 
ments of advertisers who have 


1 ve 
ill 


scl 


ces 


om 


ict 
wt 


uN 


AG singh) learned how to make their 
ycrt . . . 
L nave on™ ey hat Mc business paper advertising 
A o, \t \yal . . 
vert crt tii ation. soe yo pay its freight. 
° » ‘ oo 
Rw sinct ih com ial reason’ , while . ys NOt : . . 
ye \wrical : skins e we pe rising, | ave Get out in the field and dig. Yor 
als al yuure> y at yers *** 
velop on ning sine pap usines pyters wan’ got to know all before you can tel! 
wee \ see ) ’ 1 if ‘Il tell . ‘Il 
ew . wor ysequ ww. of and tm you t¢ more, you 
‘qv — wo ‘in rea — fene thew! more!” 
‘ yp \ac is ‘ de \si } 
peen yaa 0 jacking skil yusht \ Yat hat gr 4 
“en , or™~ » op * he ' j y 
Yet gy accuse’ ablishers navy wusy P . serve fas act Don't generalize: get down to cases 
Jee +p ‘ . yape hes nd 
yrusines paren ie. ihe tia \ ysines> on \ a pape" xe 
‘ ) ; ad, Ns y yous \pus} 7 : 
parte ypers nd other =e ~ that m4 “Give the reader some idea of p. 
SS n en * 
pst oe gem junda : ERTISER or costs! ye 
wt » sii 
\ ihe HE LY 
jected Oe wor (@) TIVE a ? - 
ver tis Lisl yoB RE ec pat Be specific. Sales are made, 
B RS . jpusite™>, el ae - 
vs THE NES e , publish oe Of int p panies are built, product by prov 
Use , cor \l Wiens € oo stop hers So advertise product by pro 
aie Vial : i we mer : ah : 
wwe Wave een CO hip a sho p eerie on \y They don't buy vour ‘line’. The 
aaeet 1 \ds _% WN . ee 
vat acl even aan ee You lt * aM you produc ts. 
) yo 11 re re ' 
yal a a in vor = ho’ : ) do ih WwW 
At “Make your advertising USEFU! 


i 


If you are trying to get a dea 


QUE 


»PION: What does A.B. 


display and push youn products 
the counter, don't stop at telling 
about vour consumer advertising 
him all the reasons why your pr: 
isa buck twenty higher than mv 
it is. Pell him how to display it 

him how to make 


money out 


ANSWER: 


\.B.P. members k 
use of TELL ALL 


make business paper advertising more 


effective... make 


isthe i 


(sive the reader the same sort o! 
that he 


get out of this? 


gets from the editorial 


; of his dealer paper. That's the 
¢ . . f . ys . . ° . * 
advertisers better satisfied customers; — peason he reads it! 


hence not so hard to sell. 

Phey know that a more general use of wy 
informative copy will give the readers “Give each ad a specific objectiv« 
a better break, too... make business all that the reade1 
paper advertising just as interesting he 
and helptul as the editorial pages. it! 


now that a greater 
copy principles will must know 
can be expected to act: and 


nore business paper 


“Tell All” pr 


i ® ! se eye i 3 AA’: ee ‘i : 8 Sarg! ee Sait " LP “ : Ga "wy wh ‘ 5 Pr i foes eS sue ite on ee bate 5 ae Re a 
= ay . " Gia a LAD a j Sad ; o at “f eee Los er : 4 na Pars 
— : ‘ eit etm “>. res el 4 $e tly ae eres - i hae ee 2 eee ee a Pie eae oak Tae S : rx <a ; =. i. gg: - x —; aed a= + S¥ ih ars = 
a ‘ * - 
" oc eee 
. $$ $_____— i 
> a a 
au 
a” se 
3 aba 
~ See ; 
: eS 
3 2 7 Ri - ‘ 
me ae: = ‘a 
ee) es Be 
By ¢ on - aon , 
Pt: s . tt aa 
ae : — Kaos 2 Y bid ick Oe ca al 
ee cig , oor = oe euaiens g 
oa - & - — —— ne : > 
2 — | ” 
en . ws 
Yr , ie . J a 
Eos = PSR ee . 
id = 7" as 
| @- 
4 Fi ‘s . a a 
re - “a or ites = 
et ——— - | 
«ge | 
5 | ca ni 2a sate OA 
‘2 yee bas, 
po ii “4 a » ban 
a ; yt , * 
5 if , 
i —— 4 >) 
| g ay * 
3 : ; ; a," . 
/ \ |} < 4 5 ia 
NY . 4 for ¢ ' 
| 0 i i in 
iad 2 ia es. ™ Te 
gaia Sia ENA bi a 
? Be ma 
— A Rai \ 
™ s Baie ’ 
x i yeaa { 
ee... 9 Las Oa ; 
a . | Peat 1 Wes i # 
i aS) i a8 : 
a vi ‘ : 24 ; \ } 
2 . m. We ae f 
(am a ae 
wees Apia a". el ai: ® i 
; De Ca a ai of 
a | Pla? at ht, : H , 
my. a's MV bY, st i t 
51 ge i Ri Os ib ¥ 
es: Neher ee 
7 i Thats wa At 
+e 7 ag”) ‘ r> 7 
ie, a a De ia 
=. ee ae. se op AY 
Z iyi 4 Pe (A a ¥ ‘a 
i gr aR ’ an re 1 2 ee 4 : | 
me. t 4 aby } + Paar Fiat 
i: Ke yf ny aa a : sie ae 7 
4 Tee a YP rs ge J rst 
wie we ‘¥ 45" ; By). ge — 
ii a ¢ , i 
_ j | i: _ 
as i . 
3 , Fon, >. oe 
a ” Ye . oe Wye 
7 Jone | his dee | 
i SUID RT 
|. ee 0 ° oad Ter A 
= ah \ | ave | ~ indkisiy - 
Oh, ee nl — . 
a ee Ne 
e Mee 
Ve 
ral 
- waka - 
> hi; 
ar 
nal 
( 
m 
20 
ci 
* : th 
a I¢ 
e 
A his we / sith} . 
use 1 nis ook, vil Mit qy mane Me, » = 
yal \n \a a | , by wit \yust . 
you yagi \s em) ynakt come 
{ol no Wes erhot who then ; 
yorsse> , ful Ww gence are vi 
Po We \ ilu suc ysis “5 {reg 1 Mt 
vies aa’ y WwW | 
a. al ers and Lisi yp" ti 
(ua aS yet ve \ ir 
a ’ 
yess Y \ uct ) 
\i 
k 
—: ow 
P. expect to p 
Ps ( — t 
™ ci . - ~ 4 ei eae = , \ 
: { 
- es 
> r 
ly 
te 
) Se I 
< Ce : 
he A et. a 
ae ; : a =-4 ‘ : . / ia ee gs. 
ce ¢ ee 78 Peat Lomas: aS ti Piha as ae 2 ie ae = AG We tt igs ea ea) a fs Nah gee eee 
. — 4 : F 2 Leaf Rot rs) =e ta te : ; ‘ ay Ea 2 teas «te am £ * De ae 


ot 


November 25, 1940 


ADVERTISING AGE 


21 


Glass Companies 
Spend 1.27% of 
Sales on Ads 


Washington, D. C., Nov. 20.—A 
port on the financial operations of 
1e six most important manufactur- 
s of glass and glassware products 
as released this week by the Fed- 
al Trade Commission, representing 
ie week’s 


iblished by the FTC. 


Total net sales by the six corpora- | An 
ms for 1939 amounted to $261,- — — Coit, formerly with 
10,053, of which 2.4 per cent -<! ee 


presented foreign sales. The total 


panies was $17,822,982, 6.82 per cent Davis to Talk to DIA 
of the sales volume, and advertising 


_ totaled $3,328,346, or 1.27 per cent 
of the total net sales. 
Research and development ex- 


Advertisers 


. 
Problems of relative price posi- House Magazines a So eo 


tion faced by sales managers and 
advertising men in every industry 


vy) . 
will be discussed at the Nov. 19 W A d t 
pense in the six companies totaled | meeting of the Detroit Industrial in Wal § a 
$2,046,892 or 0.78 per cent of the 
total net sales. 


by George L. Davis, 


for Diamond Power Specialty Cor- 


vice-president in charge of sales | 
Southwest Meet 


poration, Detroit, maker of power 
plant specialties. Mr. Davis’ talk 


Opens Hollywood Offices on “Sales Strategy That Overcomes 

Associated Market Research has Price Obstacles” will follow a din- teen awards to industrial 
: : opened offices in Hollywood at 6331 ™*': 
contribution to the | Hollywood boulevard. The staff is 
ries of financial reports being | composed of Charles Jamison, for- 
merly engaged in research in Los 
geles and San Francisco, presi- 


Business 


Hudson Picks Collier 


Robert Collier has been appointed 
Pacific Coast publicity and adver- |. : ws : 
s Machines | tising director for Hudson & Terra- Culinen = ie Comoe 
Corporation, vice-president; David plane Sales Corporation, Los An- College. 
Manters, formerly with Dr. George geles. 


: : He was formerly with the 
lling expense of the six com- ! Gallup, and Leonard Blum. 


Los Angeles Examiner. 


Stillwater, Okla., Nov. 19.—Eigh- 
publica- 
tions and their editors were made |for editorial 
here Saturday by the Southwestern |Link”; “The Diamond”; “The Ex- 
Association of Industrial Editors at | panding Circle,” 
the conclusion of the organization’s |Gas 
third annual conference, held on the |““The Naturaluber,” Lion Oil Re- 
A. & M./fining Company, El Dorado, Ark.; 


|tion and appearance improvement, 


|by Lowe and Campbell Athletic 
Goods Company, Kansas _ City, 
Mo. Second grand award went to 
“The Link,” published by Carter Oil 
‘Company, Tulsa, and third grand 
award to “The Diamond,” published 
‘by Mid-Continent Petroleum Cor- 
poration, Tulsa. 

Other awards were as follows: 

Awards of merit, superior rating, 
achievement: “The 


Arkansas Natural 


Company, Shreveport,  La.; 


“The Bulletin,’ Fox Rig & Lumber 


First grand award, for the great- |Company, Ardmore, Okla.; “The 
est achievement in editorial, produc- |Oklahoma Meter,’ Oklahoma Gas 


nWY copy? 


principles WORK 


“Make your copy informative!” 


wv 


If it's inquiries you want, you can 
vet them all right... if vou offer 
something that’s really useful to the 
reader and tell him why it’s useful!” 


a 


‘Sell the applic ations that you can best 
handle!” 


‘Dont be afraid of long copy!” 


-™ 


Get attention with headlines... but 
make them work for you, too!” 


Hitch technical features and applica 
tions to the reader's problems and in 
tere sts!” 


st 


I! it's direct action vou're after, sug 


gest it in. your copy and tell the readei 
i ll get something out of acting!” 


A 


<> 
w~ 


Dont get fed up with your own sales 


sti No matter how often vou get 
thod of seeing the same old arguments 
prosented in. print, remember this—1 
sou Know your product and your mat 


set and tell vour sales story from the 
pects viewpoint, it’s the only story 
e got. Change the pace, use new 
t} nue hes. produce fresh evidence 
the your story is true: but never stop 
lv it, never stop telling all of it.” 


acer 2. 


Here’s One Way to get started using Tell All” 


It isn't laziness that keeps us referring to the 
experiences of other people in this matter, 
In order to be most helpful we cannot avoid 
quoting advertisers whose successtul methods 
got us started on this whole idea. On this 
question of “Where do IT start?”, one adver- 
tising manager told us this: 


“You can always start with the sales de- 
partment. Don't get me wrong I've 
always known that getting out in the 
field and finding out why and how 
people use ours or some competing 
product is the best way to get the real 
copy angle jut sometimes a guy just 
can't get the time or the money to do 
field work. So here’s what I did as a 
start toward making PELL ALL prin 

ciples work for me 


“T went to the sales department and 
asked what their foughest problem 
was. Then | asked what sales argu 
ments did the best job of helping our 
salesmen to overcome that problem 


“Not a very thorough piece of research, 

but out of it T was able to develop 
pretty good PELL ALL. copy that will 
at least do more selling than the copy 
| had been running. And it will help 
the sales department to some extent 
until such time as | can do the field 
work that will go much deeper into 
the problem than salesmen’s experi 
ences generally reach.” 


This advertiser agrees that there is no per- 
manent substitute for intelligent field work 
if the real sales story is to be put into busi 
ness paper advertising in terms of the spe- 
cial interests of prospects in special markets 
Leaning upon the sales department for your 
copy slant is a poor substitute. In some re 
spects it's a dangerous procedure. For one 
Since it's ther story, the 
sales department is apt to think it's pretty 
good copy and all of vou might sit back and 
feel pleased with yourselves 


thing, it's too cass 


when actual 
ly the sales story that would make your ad 
vertising most productive may not have been 
touched. When vou do get out in the field, 
don't use a set questionnaire. Just get to 
know customers and prospects; what they 
buy. why they buy. how they use it. ete. ete 


Many Use the’ Tell All’ book as a Selling Tool 


\dvertisers and agency people are finding 
the “TELL ALA 


the men who pay the bills that the 


book uselul in convincing 
ht hind 
of business paper advertising is worth doing 
Some have found “TELL ALL” a he Iptul 


document in getting appropriations 


Savs a New York advertising agency man 
“PELL ALL’ makes it that much easier for 
ne to convince sone doubting mcoOUntsS as 
to the etheacy of ‘reason why COP IELI 
ALL convinces them that my strategs, in pro 
cedure is correct. It must be so because they 
read it in a book 

\ Cleveland advertising agency Your send 
ing the copy to oul client has been a stimu 
lation. They like to see longer copy now 


THE ASSOCIATED BUSINESS PAPERS 269 \oxicton ve... ¥. ¢., Ciedonia 5.4755 


Nish edstoviad standards ND 


leader tntovesl tn Covres a hatd clxculation CABG) 


Bae ; Pia ie 
=e F 


with more facts and are receptive to our 
ideas of securing complete information about 
any installation advertised.” 


\ New Jersey advertising manager: “We 
used “PELL ALL’ to illustrate to the heads 
of our company that campaigns based on a 
real selling story compared to purely insti- 
tutional advertising were being successfully 
used by other business paper advertisers. Re- 
sult: Thev gave me twice the budget.” 


The First Step of All First Steps 


Simple as the first step described in the ad- 
jacent column appears to be, we would ut 
gently suggest that you first employ a stull 
simpler one re-read the “TELL ALL” 
book! Miter you've done that, do some field 
work or talk to your sales department. Then 
read it again. 


Quite often we have had advertisers, who 
were impressed by the basic soundness of the 
PELL. ALL. principles, ask us questions that 
are actually answered in the “PELL ALL” 
book. Some admitted that they had merely 
skimmed through the book. Upon re-read 
ing it, they found their questions answered, 


In case you haven't as vet received al COPY 
of “TELL. ALL, send the coupon below on 
write us. As this message is being written, 
we are close to the end of ow supply of 
“TELL ALL #1." But if we can't send you 


a “TELL ALI 


comprehensive edition now mn preparation 


until the second and more 
is olf the press, (early ino tggt, we hope), 
Kennedy's 
‘Intensive Advertising.” In it you will find 
many of the basic TELL ALL principles pre 
sented from the viewpoint of the man who 


well send you a copy of John | 


did much to replace “gull” in’ advertising 
with “printed salesmanship.” 


Ask the Salesman of any A. B. P. Paper 


We really mean it when we savy on Page 1 
of the “TELL ALL” book: “It's the pub 
lisher’s job to help advertisers use business 
papers more effectively The publishers, edi- 
tors, and salesmen of A.B.P. papers do not 
pose as copy experts, nor can they tell vou 
what vour best sales story is in’ their mar- 
kets. But they can draw from the successtul 
experience of other advertisers in their field 
and are anxious to work with vou in estab- 
lishing a pattern of procedure that will be 
it least one step toward putting the selling 
into vour advertising that must be im it if 
youre to get more sales out of it! \r the 
very least, they will gladly answer any ques 
ions about the PELL ALL principle that 
vou don't find answered in the “PELE ALL” 
book or if they can’t answer right. off 
they ll get the answer for vou 


= 
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1 The Associated Business Papers 
Room 2467, 360 Lexington Avenue 
New York Citys 


Please send me. without obligation. the booklet 


checked or both 


Intensive Advertising 
by John E. Kenned 


Tell A AP tical Guide t 
Successful Business Paper Advertising 


Narn 
Position 
Compan 
Street 


City and State 


and Electric Company, Oklahoma 
City; “The Sou’wester,’’ Southwest- 
ern Life Insurance Company, Dal- 
las; and “Woodmen of the World 
Magazine,” Woodmen of the World, 
Omaha, Neb. 


Other Awards 

Awards of merit for editorial 
jachievement were also presented to 
“The Klein Clipper,” J. B. Klein 
Iron and Foundry Company, Okla- 
homa City; “Mid-Continent Life 
| Bulletin,” Mid-Continent Life In- 
|surance Company, Oklahoma City; 
“Monsanto Magazine,’ Monsanto 
Chemical Company, St. Louis; 
“Philnews,” Phillips Petroleum 
Company, Bartlesville, Okla.; and 
“Sunray News,’ Sunray Oil Com- 
pany, Tulsa. 

Awards of merit, superior rating, 
for production achievement went to 
“the Diamond,” “The Link,” “The 
Sou’wester,” ‘Woodmen of the 
World Magazine.” Awards of merit 
for production achievement were 
also presented to “The Bulletin”: 
“The Coach”; “Hoco Safety News,” 
Houston Oil Company, Houston; 
“The Naturaluber”:; “The Oklahoma 
Meter”; “The Paymaster,” West 
Texas Cotton Oil Company, Abilene: 
“Sunray News”, and “Selling 66,” 
Phillips Petroleum Company, Bar- 
tlesville, Okla. 


For Appearance 

Awards of merit, superior rating, 
for appearance achievement went to 
“The Bulletin’; “The Diamond”; 
“The Link”; “Mid-Continent Life 
Bulletin’; “Monsanto Magazine”: 
“The Naturaluber”; “The Oklahoma 
Meter”; “The Skelly Man,” Skelly 
Oil Company, Kansas City, Mo.; 
“The Sou’wester”’; “Sunray News”; 
and “Woodmen of the World Maga- 
zine.” Awards of merit in this divi- 
sion went to “The Coach”; “The Ex- 
panding Circle’; “Philnews”, and 
Selling 66.” 

A total of 169 magazines was 
entered in the competition, awards 
being made by a jury composed of 
Paul E. Yard, Mid-Continent Petro- 
leum Corporation; Oliver Buswell, 
McCormick - Armstrong Company, 
Wichita; J. L. Cockrell, Mid-West 
|Printing Company, Tulsa, and 
R. C. Walker, Southwestern Engrav- 
ing Company, Tulsa 


Resigns from “Friday” 
| Mildred A. Edie has resigned as 
}executive editor of Friday. 


13 Million Dollars Buys 
A Lot of Groceries! 


providing a market well worth shoot- 


ing at for manufacturers of breakfast 
foods, canned goods, meat and the 
hundred and one things that go inte 
Mrs. Winston-Salem’s market basket 


and on her table. 


for Winston-Salem. North Carolina’s 
second largest market. spends more 


than 13 millions annually for food. 


and that’s just one of the many major 
expenditures in a market made up of 
ACTIVE folks well able to buy your 
products. Exploring for sales? Here's 


a ready-made gold mine. 
JOURNAL AND SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC — Radio Station WSJS — NBC 
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Holiday wrap for Phillies cigars which the company declares is the most eye- 
The “home for Christmas’ scene, as well as the 


appealing it has ever used. 


remainder of the design, is in full color. 


Altus Paper Picks “Rep” 


The Altus Times-Democrat, Altus, 


Okla., has 


appointed Southwest|Va., has appointed DeLisser-Boyd, 
Dailies as national representative. 


“Pulaski Times” Appoints 


The Southwest Times, Pulaski, 


New York, national representative. 


Johnson Takes Over 
“Tavern Guide” 


H. William Johnson has taken 
over the Century Publishing Com- 
pany, Chicago, publisher of Tavern 
Guide, which now becomes a 
weekly. The name has. been 
changed to Tavern Weekly Guide. 

Henry Sklare will be business 
manager of the publication and | 
Jack L. Flynn, advertising man- 
ager. Atwell Jackson becomes edi- 
tor. A _ series of conferences is 
planned in the trade in an effort to 
improve merchandising, manage- 
ment and operating practices in the | 
tavern field. | 


Devoe Issues “News” | 


Devoe & Raynolds Company, New | 
York, has published the first issue | 
of “Devoe Art News” which will be | 
distributed regularly to all Devoe | 
art dealers. The publication carries 
news on new products, new sets and 
other information of interest to 
dealers. 


O'Neil Plans Surveys 


William O’Neil, New York indus- 
trial designer, has retained Mary 
Payson Greene, formerly on the edi- 
torial staff of Electrical Manufac- 
turing, to determine consumer pref- 
erences on household products of 
housewives in the New York area, 
the material to be tabulated for the 
guidance of manufacturers. 
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ITHIN the pattern formed by the double-barreled 
circulation of the Providence Journal-Bulletin, ad- 
vertisers reach the families who spend 4 out of every 5 of the 266 
million dollars annually spent at retail in ALL Rhode Island. 
But currently, U. S. defense essentials ordered from this industrial- 


ized market's highly diversified 


hunting — and the fattest game 


Ecrybedy evads He PROVIDENCE JOURNAL- BULLETIN 
Sn Mew Englands Second Largest Mark! 


REPRESENTATIVES: Chas. H. Eddy Co., Inc. e New York « Chicago « Boston « Atlanta « R. J. Bidwell Co. « San Francisco e Los Angeles 


industries have insured the best 


— in eleven years. 


CIGAR BOX GETS A 


New Cigar Box 
Based on Views 
of Buyer, Dealer 


| 


Chicago, Nov. 18.—It’s news when 
a designer makes his own field in- 
|vestigation before beginning work 
/on a new package, which is one rea- 
json why Douglas B. Rader’s new 
|cigar box, which made its debut be- 
|fore the critical eyes of his fellow 
designers and artists at Art Center 
|Chicago Thursday night, won so 
;much applause. Mr. Rader, asked 
|to participate in a symposium on 
|packaging devoted to the humble 
‘and static cigar box, went out into 
|the highways and byways to get the 


/consumer’s and dealer’s reaction to| 


\the container which was popular 
|when the wooden Indian stood in 
‘front of the cigar store and which 
has continued to hold forth in a 
'world which otherwise is remark- 
|able for change. 

Mr. Rader found that box sales of 
cigars, except for holiday purposes, 
have virtually become unknown, 
though they were once the back- 
bone of the retailer’s business. The 
reason, he discovered, is that the 
cigars dry out rapidly in their con- 
ventional package and that the 
smoker therefore buys a few at a 
time. Hence the primary need in 
any new box, he concluded, is con- 
servation qualities. 


Present Box Unwieldy 


A secondary consideration is that 
the traditional wooden cigar box is 


FRESH START IN LIFE 


difficult to handle and does not it 
|into the average pocket, even thou) 
the buyer be wearing an overcoat! 

Bearing these facts in mind } 
Rader returned to his studio ad 
began work. Rather than design a 
box for some average cigar, he c-- 
cided to adapt his specifications 0 
the product of an existing manufa: - 
turer, selecting Haddon Hall, tie 
fragrant smoke of D. Emil Klen 
Company, New York. Since the im- 
| portant thing is to get the user 
| the habit of buying a number at 
|time, Mr. Rader designed his n¢ 
container to hold 25 cigars. 

The resulting creation is semi- 
cylindrical, fitting the hand 
|snugly that the observer feels an 
}itch to pick it up. In a cigar sto 
it would command attention 
sheer novelty. This is emphasized 
|by the color, which is ruby red. 


Has Cedar Liner 


| The new box is made of fiber 
with a cedar liner, the latter being 
_ the orthodox safeguard. Mr. Rade: 
believes that the fiber will reinforce 
\it so effectively that cigars will keep 
indefinitely. The telescope top is 
j}equipped with a string release 
'which makes it simple to open. 

Others who participated in the 
Art Center program also made som: 
improvements on the old conception 
Henry Harringer, color expert, sub- 
mitted two new color schemes fo! 
the conventional cigar box, and Paul 
Berg, of the Bureau of Design, 
Montgomery Ward & Co., submitted 
|a conventional box of shiny wood 
veneer devoid of the ornate trap- 
pings and lettering which char- 
}acterize so many containers now in 
use. 
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TWO PRESIDENTS 


W. Rex Bell, Outdoor Advertising Asso- | 


story education holds vast possibili- 
ties.” 


Fight Film Censorship 
in Pittsburgh 

Along with other local business 
and civic organizations, the Pitts- 
burgh Advertising Club is opposing 
a proposed city ordinance establish- 
ing a motion picture licensing board 
which would make it practically 
impossible for anyone to show 
movies, slide films, etc., outside of 
his own home without the approval 
of the proposed Motion Picture 
Regulation Board. Enactment of the 
ordinance would mean that no one 
could show films or operate pro- 
jectors unless he was a member in 


good standing of the motion picture 
operators’ union. 


Five Sunday 
Sustainers Put 
on CBS Pacific 


Los Angeles, Nov. 19.—Evidently 
with the view of providing more 
effective competition for Sunday 
afternoon and evening audiences, 
the Columbia Pacific Network 
launched three new sustaining pro- 
grams Sunday and will launch two 
more next Sunday. 

Programs inaugurated today in- 
clude “I Disagree,” from 5:30 to 
5:55 p. m. opposite “One Man’s 
Family” and conducted by Lewis 
Browne, internationally known 
author and news analyst; “Holly- 
wood Smarty Party,” from 8:30 to 


| 
| 


9 p. m., opposite Jack Benny, and |off the air had a rating of 14.8 
featuring Art Baker and Hollywood | against its competitor, Bob Hope, 
|personalities in a new type quiz | who had 22.9. 
program; and “Hollywood Show- The trade is watching the experi- 
| case,” from 9 to 9:30 p. m., opposite | ment with interest as it represents 
| Walter Winchell, and featuring new | the Columbia Pacific Network's first 
talent every week. really concentrated drive to crack 
NBC’s hold on the Sunday audi- 
Two More Sustainers jence. It will be equally interest- 
Teeing off on Sunday, Nov. 24,/ing to other parts of the nation 
will be “Good Afternoon Neigh-| where many are of the opinion that 
bors,” 4:45 to 5 p. m., opposite the|a good show can get an audience 
“Fitch Bandwagon,” and featuring | opposite any type of competition. 
the well known radio personality,| The shows are under the direction 
Tom Brenneman. The second in-|of Charles Vanda. 
auguration for this day will be the | 


revived “Calling All Cars,” from 5 Transit Agency Moves 


|sponsored for years by Rio Grande 
‘Oil, Inc., and at the time it went!New York. 


to 5: 30 Pp. m., opposite “Charley | New York Subways Advertising 
McCarthy.” “Calling All Cars” was | Company has moved to the Inter- 


national bldg., Rockefeller Center, 


ciation of America, retiring president, | 


talks things over with George W. Kleiser, 
of Foster & Kleiser, a former president. 


Dr. Marston 
Bares Potency 
of Comic Strips 


New York, Nov. 20.—If there ever 
has been any doubt about the 
potency of comic strips and comic 
sections as advertising media it has 
been pretty thoroughly dispelled by 
Dr. William Moulton Marston, Fam- 
ily Circle psychologist, who cautions 
readers, “Don’t Laugh at Comics,” 
in an article by Olive Richard in 
the Oct. 25 issue of the magazine. 


“There are 108 comics magazines | 


on the newsstands,” Dr. Marston is 
quoted as saying. “Sales 
show that between 10,000,000 and 
12,000,000 magazines are sold every 


month. That means $1,000,000 or 
more are spent every month by 
comics fans. There are, besides, 


another 3,000,000 or 4,000,000 comics 
magazines sold quarterly. Surveys 
show that on the average four chil- 
dren read every book sold. That 
makes a total of somewhere between 
40,000,000 and 50,000,000 juvenile 
readers per month. And another 
12,000,000 to 16,000,000 readers 
every three months. The magazines 

ll for 10 cents apiece, which 
brings the yearly retail sales to 
between $14,000,000 and $15,000,- 
000.” 

Explaining that he had been con- 
ducting research on the subject for 
a year, Dr. Marston said not only is 
almost every child in America read- 
ing these comic magazines but “86 
per cent of the parents enjoy read- 
ing them also.” 

The psychologist points out that 
comedy appeal has long since been 
succeeded by serious adventure in 
the so-called comic strips, one of 
the most important strips in the 
transition era being Popeye, with 
“Superman” also rising to stupen- 
dous heights. 

Dr. Marston does not agree that 
these strips which strain the imagi- 
nation are harmful. He points out 
that they, generally, are the fulfill- 
ment of the highest aspirations. 
‘The comics have their foibles,” he 
says, “but I believe that picture- 


figures | 


The Only Road Left 
OPEN 


to your salesmen 
in many defense 
order plants is the 
road through the 
office of the Pur- 
chasing Executive. 
It’s more neces- 
sary than ever 
that your adver- 
tising reach him. 
Conover-Mast 
Corp., 205 E. 42nd 
St., N. Y.3; 333 
N. Mich. Ave., 
Chicago; Leader 
Blidg., Cleveland. 


A.B. 


six month period ending September 30, 


* 


C. figures for the 


1940 show another hefty increase in 
Oregonian daily circulation which has 
now climbed to 138,517 daily, an in- 


crease of 6,427 over the previous period. 


*% Space buyers interested in the Port- 
land market should bear in mind that, 
in the case of The Oregonian this all-time 
high figure has been reached without 
benefit of purchase, premiums, consoli- 
dations or other artificial methods of 


obtaining circulation. 


THE OREGONIAN 


The Great Newspaper of the West 


PORTLAND, OREGON 


PAUL BLOCK & ASSOCIATES, National Representatives 
NEW YORK, CHICAGO, DETROIT, PHILADELPHIA, CINCINNATI, SAN FRANCISCO, LOS ANGELES, SEATTLE 
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[Editor's Note: This is the first of , 
a new series of studies of advertising 
and publishing law with particular 
reference to advertising agencies, 
their relations to clients, media and 
the general public. The author is a 
practicing attorney and counselor- 


at-law, author and lecturer who has | 


made publishing and advertising 
law his specialty. Other articles in 
this series will appear in these pages 
from time to time.] 


The status of the 
agency is in many respects uncer- 
tain, in some unsatisfactory, and in 
others anomalous. Generally it is 
really an agent, but it may be an 
independent contractor. Generally 
it acts only for some one else, but 
quite often it acts for itself. It may 
be simultaneously or successively an 
agent representing another and a| 
principal representing itself. Its | 
liabilities and its rights may be pri- 
mary or secondary, direct or fidu- | 
ciary, exclusive or joint. It all 
depends on circumstances. 

But one thing is sure: advertising 
has risen to the dignity of a pro- 
fession, and the services rendered 
by an advertising agency are pro- | 
fessional in their nature. As Judge | 
Tolman, of the Washington Supreme 
Court, said a few years ago: “The | 
service as pleaded and proved was 
a professional service. There en- 
tered into it years of training neces- 
sary to create the skill requisite. It 
does not differ in kind or quality | 
from the professional services of a 
doctor or lawyer, the value of which 
depends, in part, upon the results 
obtained. The value of the service 
to the defendant was the proper 
basis for fixing the amount of the 
fee.” 


Confusion in Terms 


Some of the confusion arises from 


the fact that the term “advertising | 


agent” used to be, and often still is, 


applied to a mere advertising solici- 
advertising | 
medium in the sale of space or other 


tor, representing the 
facilities. He was and still may be 
a salesman and nothing else. 
name was retained, unfortunately, 
when the old business of soliciting 


advertising became the new pro- 
fession of producing advertising. 
The process was evolutionary in 


character, beginning with the efforts 


of the advertising salesman to in- | 


crease his sales by giving advice and | 
rendering other services to his pros- 


pects and customers. The rendering | 
of such services became a _ special | 


and a specialized function, and those 
who rendered them divorced them- 
selves from the old solicitor rela- 
tionship to establish a new relation- 
ship. Their status has changed but 
not their name. They are. still 
known as advertising agents. 

Now, agency is defined at law as 
the relation which results when one 
person manifests his consent to an- 
other that such other shall 


(Advert 


Here’s What Listeners Say 
About New WEAF Signal 


“I set my dial to WEAF every 
night and flip the switch first thing 
in the morning. This morning | 
almost got knocked off my feet 
thought the set would go through 
the roof. Was much relicved to read 
your explanation in the morning 
paper.” 

W. R., Ridgefield Park, N. J. 


“Reception of WEAF has _ im- 
proved tenfold. Thanks to new 
transmitter I will be able to enjoy 
all of your broadcasting in the fu- 
ture.” 


—D. L., Riverside Dr., N. Y. C 
_ “Many thanks for the new send- 
ing station. Now WEAF is perfect.” 


Mrs. F. T., New York City. 

“My sincere thanks and congratu- 
lations on your new WEAF trans- 
mitter. It is a 1,000% improve- 
ment.” W. R., Paterson, N. J 


“Never before has WEAF given 
such volume or clarity. It now ex- 
cels any other station.” 

—Miss J. M. H., New Rochelle, N. Y 


The Advertising Agency 


Its Legal Status 
By HARRY HIBSCHMAN 


his behalf and the other agrees to 
do so. Hence, when a newspaper 
or other publication employs an 
individual to sell space to adver- 
tisers, whether on a salary or on a 
commission basis, that individual 
becomes the agent of the publica- 


| theater 
|medium is paid by the publisher or 


contractor. 

One of the characteristics of the 
agency relationship is that the agent 
receives his compensation from the 
principal for the services he renders. 
The salesman who solicits advertis- 
ing for a newspaper, a magazine, a 
program, or some other 


proprietor of that medium, that is 


|to say, by his employer, his prin- 
| cipal. 


In a certain sense the advertising 
agent or agency of today is paid in 
a similar manner, since the custom- 


‘ever, in most respects an actual | specifically 


| tiser, its client. 


courts that, in spite of this method |for obligations incurred in his be- 
of compensating the agent or|/half by an advertising agent who, 
agency, the latter is not the agent|though he had been paid by the 
of the owner or proprietor of the | advertiser, had defaulted and ab- 
medium, whether newspaper, maga- | sconded. 
zine, outdoor or radio. | Today the advertiser is in general 
Still an Agent not liable under such circumstances. 
| This is due to the fact that the stan- 
The advertising agency is, how-|dard contract now in common use 
provides that the 
| medium looks to the agency, and the 
|agency exclusively, for payment fo: 
space or time sold. In this respect 
the agency is an independent con- 
tractor. 


agent. It is the agent of the adver- 
In the absence of 
a contractual limitation, the rela- 
tionship of the advertiser and the 
agency to each other is that of prin- 


advertising | 


tion for that purpose. If, on the 
other hand, an individual contracts | 
with a publisher to take a certain 


ary compensation comes from the 
medium in the form of the differ- 
ence between the card rate and the 
amount of space and to pay for it| agency rate. While this would ordi- 
at a given price regardless of what|narily be evidence of the existence 
he may do with it and then under- |of the relationship of principal and 
takes to sell it to possible adver-|agent between the party allowing 
tisers, hoping to make a profit, as the differential and the party bene- 
advertising brokers were accus-|fiting from it, it is well established 
tomed to do during a certain period |that this is no longer the case so 


| tions, 


cipal and agent, and the law of 
agency applies. Under such condi- 
therefore, the advertiser is 
responsible for everything done by 
the agency within the scope of its 
employment. That means that if an 
advertising agency contracts for 
space in a newspaper or for time 
on the air in behalf of a client, it 
is the client and not the agency who 


Depends on Procedure 


The agency may also act as ai 
independent contractor in anothe: 
case, and that is where it produce 
a radio program sponsored by on« 
of its clients. Whether in such 
case the agency acts independent), 
or as the agent of the sponso: 
depends on its arrangements wit! 


The | 


act in| 


in the history of advertising, he is 
not the agent of the publisher but 


far as advertising media and the 


|modern advertising agency are con- 
occupies the position of one who is | cerned. 


It is now recognized by 


is liable for the cost of the space or 
the time. There are a number of 
older cases in which there were 


| the sponsor and upon its methods o! 
|procedure. It may, however, be ; 
|matter of considerable importance 


known in law as an independent | both the interested parties and the | rulings holding an advertiser liable | as, for example, where there is 


—-BUT DOES 


EVERYBODY 
HAVE TO LISTEN 


PERKINS? 
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question regarding who is liable to|ence and advice of Conover,” that 
artists appearing on the program, or | is, of the head of the agency. N. ae State Bureau 


to writers or composers whose ma- | 
terial is used. We _ shall have) 
vecasion to revert to this later. | 

As noted before, an advertising | 
gency is now given professional | 
standing so far as its right to com- | 
vensation is concerned. It is simi | 
arly recognized for purposes of| 
axation. Both the courts and the | 
‘ederal Board of Tax Appeals have | 
lassified advertising agencies as| 
orporations performing personal | 
ervices. As the latter said about | 
welve years ago: “In the days of | 
,agazines with a national circula- | 
‘ion reaching into millions of copies 
nd the cost of advertising space 
nto thousands of dollars a page, the 
‘reparation of such advertising and | 
he selection of the proper media 
n which it is to appear has come 


to be recognized as a business or 


yrofession requiring skill and expe- 
ience, and it was in such business 


that the taxpayer was principally 


ngaged. .. The primary income | 
rroducing factor was the experi- 


jan incorporated advertising agency 


For the present, then, we may | 
note: 

(1) That the modern advertising 
agency is not the agent of the me- 
dium; 

(2) That for most purposes the 
relationship between the advertiser 
and the agency is that of principal 
and agent; 

(3) That for some purposes the 
status of the agency is that of inde- 
pendent contractor; 

(4) That in measuring its rights 
to recover for its services the agency 
is recognized as having professional 
standing; and 

(5) That for purposes of taxation 


is classified as a personal service 
corporation. 


Joins Barton & Goold 


Charles Lindsay, formerly with 
Batten, Barton, Durstine & Osborn, 
and Benton & Bowles, New York, 
has joined the copy staff of Barton 
& Goold, New York. 


Ends Work; Looks 


for New Funds 
Albany, N. Y., Nov. 20.—Adver- 
tising activities of the Bureau of 


\State Publicity have come to an 


end, but Commissioner Lithgow Os- 


borne has already requested Gov-| 


ernor Herbert H. Lehman to make 
a provision in his budget for renew- 
ing the tourist promotion activities 
next year. 

Under provisions of the Wright- 


Mahoney bill, which set up an ap-| 
propriation of $100,000 to be used | 
vacation and | 


in advertising the 
tourist attractions of the state— 


mainly to attract visitors to the| 


world’s fair in New York—nothing 
was to be done after Nov. 15. 

Confident that funds for the 1941 
season will be forthcoming, the bur- 
eau will maintain a_ skeleton to 
answer inquiries resulting from the 
advertising in newspapers and 
magazines, 


That Governor Lehman will prob- 
ably ask for a new appropriation 
is indicated from this statement 
which he made when he approved 
the law for this year: 

“T am signing this bill not because 
I think it adequately provides for 
the Bureau of State Publicity, but I 
am doing so because I feel that it 
continues for a time a useful and 
ivaluable agency.” 


‘Miles Named G. M. 

Kenneth Miles, formerly account 
executive with Philip J. Meany 
Company, has been named general 
manager of the Wm. T. Thompson 
Company (vitamins) of Los An- 
geles. The Los Angeles office of 
Gerth-Knollin Advertising Agency 


advertising of Thompson’s Vitamin 
B, in national and regional media. 


Rothacker to AT 

Howard Rothacker has 
American Type Founders, 
i\beth, N. J., as copywriter. 
\formerly with Sweet’s Catalog 
| Service. 


joined 
Eliza- 


Sorry, Sultan...Today, they're all part of 


the largest woman audience ever assembled 


in this country...the women who listen 
by preference to NBC RED Network! 


What man doesn’t love a female audi- 


ence? But when that man is a 


Buyer, it’s more than a matter 


to him; it’s a matter of Repeat Busi- 


ness. And when that man 


Client, it’s the Life-Blood of his in- 


dustry. 


For women, as provable research 
shows, control 80 to 90 percent of all 


the purchases made in America. . . 


either untie the purse-strings 


selves, or control the choice of the 


Just take a look at the figures. NBC 


Time- RED has the first seven peak-popu 
of ego lar daytime programs . 


is the _ listen to most. And 


. the pro- 


grams women all across the country 


women don't 


forget the network that brings them 


such pleasing programs. They keep 
g g ; } 


keep turning back to 
Yes, it’s a fact... 


“All County Census 
them- 


listening right on through the day... 


RED stations. 
tor the recent 


ot Radio Lis- 


tening Habits’ reveals that during 


the day the RED Network is listened 


product. Under their madcap hats 


lies a brain so shrewd and practical 


it’s the calculating machine of the 


nation as exact as any 


register. 


Tell your story to more women 
. and up, up go your sales . 
NBC RED gives you more women 


listeners than any other network 


More women . more 


to most by 36.9%, more families than 


cash- 


any other network. What's more, at 


night 41.7% more families ‘listen 


most’’ to the RED than to any other 


network. 


able time . 


sales. 


Corporation of America Service. 


So, it’s easy to see that anytime 
—morning, noon or night—is profit- 
.. on the RED! National 
Broadcasting Company. A Radio 


profits for the man who puts his radio dollars on NBC RED! 


NETWORK 


THE NETWORK MOST PEOPLE 


LISTEN TO MOST 


has been appointed to handle the | 


He was | 


Curtailment of : 
Ordinary Goods 
Not Needed: Sloan 


New York, Nov. 20.—Expansion of 
the nation’s productive capacity for 
consumer goods is possible without 
interfering with the needs of the 
defense program, Alfred P. Sloan, 
chairman, General Motors Corpora- 
|tion, declared here last week in an 
laddress before the Academy of 
|Political Science. In emphasizing 
|this point Mr. Sloan confirmed the 
lopinion of other industrial leaders 
jwho hold that the emergency pro- 
gram can be superimposed on the 
existing American economy. 

Pointing out that the total na- 
tional income at the inception of 
the defense program was approxi- 
;mately 70 billion dollars a year, the 
\G-M chief envisioned an increase 
| to 85 billions at present price levels. 
| “It seems clear, therefore, that 
there is not in sight the absorption 
of our full productive effort in 
terms of the maximum capacity of 
men, materials and capital,” he de- 
clared. “Even considering the num- 
ber of men to be placed under arms, 
a general shortage of labor re- 
sources does not appear likely in the 
near future. Even further expan- 
sion of consumer goods is possible, 
|thus capitalizing expanding pur- 
| chasing power without interference 
| with the main objective of adequate 
and speedy defense. 


“In Self-Interest” 


“It appears clear that we can and 
should, in our own self-interest, im- 
pose the new set of demands upon 
the existing ones. We should ex- 
pand existing production in har- 
mony with the increased purchasing 
power available, to the point of full 
productivity. We should increase 
the hours of work per week should 
the necessity arise. Under such a 
program, the standard of living 
could be maintained. It would, in 
all probability, be somewhat 
advanced during the period of emer- 
gency. The burden of unemploy- 
ment, such a drain on the econ- 
omy, would be relieved to offset, 
in part, the cost of the defense pro- 
gram itself. Taxes and other rev- 
enues of the government would be 
increased. In other words, we 
should meet this emergency by ex- 
panding the production of goods for 
both peace and defense rather than 
by unduly diverting the production 
if usable goods to the implements 
of defense.” 


Wisconsin Liquor 
Store Hours Upheld 


The Wisconsin supreme court on 
Nov. 8 upheld the state law requir- 
ing liquor stores to remain closed 
between 9 p. m. and 8 a. m. The 
court affirmed a decision by Circuit 
Judge Otto H. Breidenbach, Mil- 
waukee, denying a petition by Max 
Weinberg, operator of two Milwau- 
kee liquor stores, for an injunction 
to prevent Milwaukee police from 
enforcing the law. Weinberg con- 
tended the act was discriminatory 
in that taverns were permitted to 
|} remain open until 2 a. m. 


(Advertisement) 


New WEAF Signal 
Blanketing New York 


Reports from all parts of the New 
York Metropolitan area are that the 
new “salt-water way” transmitter 
and antenna system of WEAF, the 
NBC Red Network’s New York out- 
let, have boosted the Red’s signal 
intensity anywhere from two to ten 
times what it used to be. 


The Red now comes in like a ton 
of bricks in this important market, 
according to enthusiastic listeners— 
or, as the engineers put it, the Red’s 
100-millivolt area now takes in the 
Bronx, Mt. Vernon, Rye, Queens, 
New Rochelle, Bronxville and 
Mamaroneck. Manhattan and 
Brooklyn receive 50 millivolts of 

| Red signal, and Staten Island and 
Northern New Jersey are well 
within the 25 millivolt area. 


All of which means, of course, 
\that Red advertisers are having 
| their messages hammered home to 
| new thousands of listeners in the 


| vast metropolitan zone. 
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Air Raids Hamper 
British Bakeries 

There will be no fresh rolls for 
breakfast in London if the Bakers 
Operatives’ Union is successful in 
getting passage of an Act of Parlia- 
ment which would prohibit night 
work in baking’ establishments 
because of the danger and incon- 
venience caused by air raids, accord- 
ing to a dispatch in Bakers Weekly 
for Nov. 9, by Charles M. C. Symes, 
representative in England. The 
employers, on the other hand, want 
a free hand and have petitioned the 
government to be allowed to work 
at night if they desire to and have 
put forward all the arguments they 
possess to retain their freedom of 
action. The writer feels that the 
ban on night work would be a mis- 
take. It must be recognized, he 
points out, that air raids happen 
every day and throughout the night 
with but little cessation or freedom 
from them. Instead of believing 
that they should be treated as 
civilians, every baker and his work- 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


ers should consider that they are 
really front line soldiers, he asserts. 

The night raids do tend to upset | 
normal! procedure, the writer admits. | 
When the operatives know a raid is | 
on, they naturally feel unsettled. | 
The larger bakeries have air raid | 
shelters, but the smaller ones have | 
little of a protective character, | 
unless they are working in an 
underground bake shop. In some 


|places the staff takes cover, and in| 


others the men work on. Official 
instructions are that staffs should 
take cover when a raid is on, but 
this order is widely interpreted. In | 
most bakeries the operatives prefer | 
to work on until the gun firing 
makes it risky to do so. In cases | 
where operatives work on during | 


raids they are asking to be paid | American 
time and a half, which has greatly | Liquor Retailer. 
Delays | of 


increased production costs. 
occasioned by air raids are working | 
a hardship on 
than retailers because of late start- | 


delivery routes. 

The big raids on London have 
caused some damage to flour mills 
and stocks of dried fruits and oil 
for fatmaking purposes, which facts 
have not been held from the public. 
When a bakery has its windows 
blasted during a raid, the baker has 
to notify the local authority and 
may not sell any goods until the 
shop has been inspected. This is to 
insure that no glass has entered 
the goods for sale, or touched any 
stock that may be on the premises. 

While the holiday season always 
has been an increased market for 
cakes, it will not be so this year 
because of government imposed 
restrictions designed to conserve 
supplies. 


Making American 
Wines Famous 

Classification is the key to fame 
for American wines as seen by 
Frank Schoonmaker, president, 
Frank Schoonmaker & Co., Inc., 
who discusses the outlook for the 


winery in Wine and 
After seven years 
repeal, the principal problem 


which faces those who produce and 


wholesalers more|those who market American wines 


is neither a production nor a mer- 


ing of deliveries. This is also being | chandising problem, but one of 
felt more because of the inability | building a reputation, he says. 
to get sufficient men to operate the | There has been consistent improve- 


So the Advertiser May Know 
WHICH Station is... 


First im 


We say, “Thank you, 
Mr. Beaglehole”’ 


KOA 1s proud to have been 
able to serve you so well 
Yours is a typical experience 
shared by a host of satisfied 
KOA clients, and a big rea- 
son why the largest doliar 
volume of national, local, and 
spot advertising in the Den- 
ver Market Area is placed on 
KOA 


j'ment in American wines since 1934 
through better production methods 
and stabilization of the industry, 
and the average table wine pro- 
duced in California, New York and 
Ohio is as good as the average table 
wine produced in France, the writer 
asserts. 

The great and enduring reputa- 
tion of wines of France, however, 
was made not by common table 
wines, however well made, however 
pleasant, or however sound, but 
rather by the vins fins, the wines of 
quality which at no time repre- 
sented more than two or three per 
cent of French production. These 
were the key to the world market 
and the lesser French wines fol- 
lowed in their wake. And that is 
the pattern which should be fol- 
lowed by the American wine indus- 
try. When “California Cabernet” 
has come to mean as much to the 
average consumer as “imported 
Burgundy,” the battle will be won 
and the result will benefit those 
who are producing and selling inex- 
pensive wine. 

In illustrating this point the 
writer cites the experience of the 
chain of several hundred Nicolas 
wine stores in Paris, in the poorer 
as well as the better neighborhoods, 
which does a huge business in good 
inexpensive wines ranging from 18 
to 30 cents a bottle, but on the other 
hand publishes one of the most 
elaborate and beautiful wine lists in 
the world offering a list of fine 
wines and rarities costing up to $20 
and $30 a bottle. Thus when the 
working man carries away his 20- 
cent bottle of table wine from 
| Nicolas’, even it bears an indefin- 
lable hallmark of quality. 
| Mr. Schoonmaker suggests a three 
|point classification: (1) inexpensive 
wines, sound, honest and well made, 
to be merchandised at a price to 
those of limited means; (2) superior 
wines to be retailed at a little more 
money and merchandised on a value 
basis; (3) fine wines, made from 
|best varieties of California and 
| Eastern grapes, and sold at a de- 
cided premium to those who want 
the best. The latter group is the 
'one which will create the prestige 
| and consumer acceptance for Ameri- 
‘can wines as a whole. 

Specialization is the key to the 
situation from the production end 
and more intelligent salesmanship 
on the part of the dealer in explain- 
ing the difference in wines to those 
who buy them will bring about a 
better appreciation of American 
wines by the public. 


Restoring B, Potency 


To White Flour 
Publications serving the baking 
and flour milling industries are 


giving a great deal of space to the 
subject of restoration of B, potency 
to white flour. In England the prac- 
tice has become mandatory by Act 
of Parliament. The American Miller 
recently carried an article by P. Val 
Kolb, Winthrop Chemical Company, 
discussing the economical and prac- 
tical phases of the problem, in 
which he concludes that, in addi- 
tion to other advantages, fortifying 
the white loaf is unquestionably the 
greatest forward step in bread mer- 
chandising since the slicing and 
wrapping of bread. 

Authorities seem to agree that 
the addition of one-third of a gram 
of crystalline B, to a barrel of short 


|potency to that of whole wheat 
flour. According to government 
standards, real whole wheat bread 
contains from 400 to 550 units of 
B, per pound or an average of 450 
units. The average minimum daily 
requirement of an adult is placed 
at 250 units by the government, but 
other authorities say 300 to 500 
units. 

There are four ways in which a 
baker may produce a loaf of white 
bread with the B, potency of whole 
wheat: (1) by flour with B, re- 
stored by mixing one-third gram of 
crystalline B, to a barrel of flour; 
(2) use of what is known as high 
vitamin yeast at extra cost, contain- 
ing sufficient B, to insure not less 
than 450 units per pound of baked 
bread; (3) use of private brands of 
products of standardized formulae 
}containing crystalline B,, which in 
imost cases has some approved car- 


patent white flour will restore its B, | 


rier eliminating the necessity of 
pilot batch mix; or (4) introduction 
of crystalline vitamin B, into his 
dough mixture. 


Use of Plastics in 
Automobiles Increases 


Part of the sleek new appearanc« 
of 1941 models of automobiles i; 
due to the ever increasing use o! 
plastics which are now being as- 
signed exterior utilitarian uses a 
well as decorative. When it ji 
realized that there are 85 plasti 
parts in a single motor car, n 
counting the plastics used in mak 
ing safety glass, their importanc 
can be appreciated, says Moder 
Plastics for November. 

The 1941 models account fc 
many distinctly new development 
in the uses of plastics. They includ 
increasing numbers of application 
of laminates such as are found i 
timing gears, cam shaft washer: 
washers used in the steering colum: 
gear shift assembly, water pum) 
seal retainer washers, differentia 
thrust washers, and in distributo 
parts. For exterior parts, plastic 
are now being used for fender ligh 
lenses and directional signal lense: 
Radiator ornaments of clear plastic 
are prominent on the new models. 

Continuous lengths of extrude 
thermoplastic or thermosetting ma 
terials have been slow in developin;: 
in this country but now are makin; 
their appearance and lending 
smooth flowing continuity of deco- 
rative feeling to interiors. Plastic 
inlaid with metal are finding in- 
creasing use in horn buttons, steer 
ing wheel decorations, hardwar: 
knobs, and name plates. Decorativ« 
lacquered transparencies featuring 
insignias have been developed as ; 
result of the new clear plastics. 

As a result of this growing use 0! 
plastics in the automotive field, th« 
study of plastics is one of the most 
active projects in the research and 
testing laboratories of the industry 
Limited performance no longer is 
being tolerated; formal specifica- 
tions are now being written to 
insure reliability. 


Begin Rescue Ship Drive 

The American Rescue Ship Mis- 
sion, administered by the United 
American Spanish Aid Committee, 
New York, has launched a nation- 
wide campaign in magazines and 
newspapers. The Mission, with an 
advertising appropriation of $10,000, 
will endeavor to raise $309,090 to 
finance the voyage of an American 
transport which will bring 2,000 of 
the 150,000 Spanish refugees now in 
France to Mexico and other Latin- 
American countries. 


Photo Service Expands 


American Photo Service, Inc., has 
taken additional space at 570 
Seventh avenue, New York. 


ve USS a 
MORE.... 


with good copy in 
small ads, pub- 
lished frequently! 


; 


If you spend $10,000.00 a year 
in advertising or ten thousand 


dollars a month... GO TO 
YOUR BANK and ask to see 
$10.000.00 piled high in the 
middle of the floor. It will 


still, then start conversation. 
It'll make you demand results 
from your advertising; itll 
make you sick of mute gobs 
of lovely white space. It may 
send you on a roaring hunt 
for an advertising agency 
with a reputation for spend- 
ing LESS; with a reputation 
for PLANNED and profitable 
advertising. Do YOU sell 
| things to eat, cosmetics, 

clothes? Have you seen Mrs. 


~— 


Snyder’s Candy ads daily in 
newspapers ? 


’ 
OREN ARBOGUST — 
ADVERTISING ; 
Thirty N. Michigar Ave. 
CHICAGO 


| 
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OAI HEADS “Monitor” Lands Swiss Day-Brite Adds | But last year the possibilities of a|on which to satisfy its appetite the 


| greatly expanded sales volume were | sales problem suddenly became a 


=1s45 recognized and some hard-hitting | production problem. 

The Nov. 9 issue of the Christian to Facilities as sales copy was devel - 

y was developed. A quota Expand Plant, Ads 
Science Monitor surmounts the ob- = . ; t to be sold withi ah 
stacles of war-riddled Europe to Campaign Clicks | Was Set to be Sold wit nin the limits| Hence the 86,000 square feet of 
run several pages of editorial matter |of the first year’s advertising appro-/| oor space to be occupied early in 
on Switzerland garnished with, be- St. Louis, Nov. 20.—How Day- |priation and neither the Day-Brite | December. Hence the final prepa- 
lieve it or not, dozens of advertise- | Brite Lighting, Inc., maker of flu-| executives nor the agency was| rations for an expanded advertising 


po po = — — and shops |orescent lighting fixtures, rubbed |particularly confident that the ob- | program and intensified sales effort 
P es - ~ e eduertiesmunte Aladdin’s advertising lamp and | jective would be reached. First/for 1941. Besides Business Week 
anticipate Christmas with gift sug- found itself enjoying the benefits of | national copy, to appear in Business | and Time, the publications on the 


Ads in Spite of War 


gestions. straight-line production and efficient |Week and Time, was approved last /1940 schedule included: Chain Store 
jealiaiaiiiiiaieniaas selling effort is being told here as | January. | Age, Electrical Contracting, Factory 
s the company is adding 86,000 square | |_Management and Maintenance, New 

Garland Joins Hatch feet to its floor space. Things Begin to Happen | 


. |England Electrical News, St. Louis 
ules pienaiten wade kag oy The story goes back to 1921 when, On the appearance of this copy|Commerce, Textile World and 
motive and grocery fields, has been the company was founded. The | things began to happen and in three | Wholesaler’s Salesman. The list will 
appointed sales representative for | market for fixtures consisted mainly |months the year’s quota had been | be expanded in 1941. 

Fred J. Hatch and Associates, Mil-|°f Special designs for individual | reached and passed. Where produc- | 
waukee, point-of-sale advertising|requirements with little chance of |tion facilities 
organization. standardization. 


L. J. Rozier is advertising man- 
had been hungrily | ager. Kelly, Stuhlman & Zahrndt, 
awaiting the good red meat of sales! St. Louis, is the agency. 


Mark Seelen, Western art director, and | 
Kerwin Fulton, president of Outdoor | 
Advertising, Inc., at the OAA meeting. 


Continental Can 
Directors Meet 
in Baltimore | 


Baltimore, Nov. 20.—The directors 
of the Continental Can Company 
are continuing their policy of hold- 
ing meetings periodically at their 
various plants about the country, 
the last regular meeting being held 
here Nov. 13, at which time they 
were the guests of Daniel Willard, 
president of the Baltimore & Ohio 
Railroad, at the Maryland Club, 
where they met leading business 
and industrial leaders of the city. 

‘It is not strange that, in the| 
rapidity of the growth of business | 
and with the pressure on manage- 


ment to solve immediate and press- | WA@t iS the Most Important Magazine to You Published in the Country Today?”’ 


ing problems, we have omitted to 
solve some of these intangible prob- 
lems that are of tremendous impor- 


tance to our future,” said Carle C. ‘ . : 
Conway, chairman of the board, in That question 1S being asked the 
a talk on the problems of human ° 
relations of large business concerns. subscribers of THE UNITED 
“I, for one, believe that the solution . 
2 Gon aauees Gak ae & ee STATES NEWS sothat advertisers 
way to bring about more perfect ™ ‘ ‘ 
harmony in American industry.” may get first hand, indisputable 
- J. F. Hartlieb, president of the ; H H 
i company, told the local Continental proof that this magazine 1S read. 
organization that the company’s | The form of the question clearly 
; plant now under construction in 7 
‘ Baltimore will triple the company’s marks the difference between a 
1 production of crown caps. “We 
. have adopted a program of plant subscriber and a reader. 
” expansion and betterment,” he said, a 
f “under which we expect to spend 
a $25,000,000 for these purposes in the 
ax cue atk a Ge a A SURVEY OF 200 SUBSCRIBERS HERE IS THE RECORD OF 3 FORMER SURVEYS 
and additions in different parts of IN MASSACHUSETTS SHOWS: (200 SUBSCRIBERS EACH): 
the country either under way or 
: ready to be started.” The company MASSACHUSETTS 
ae CONNECTICUT... .THE UNITED STATES NEWS.. 25 
—_— THE UNITED STATES NEWS... 36 PS EP 26ceddavdevacsene 14 
Botts Joins “Liberty” 
, ¥ 9 
John Botts, formerly with Cro- MAGAZINE B ................. 21 PENNSYLVANIA.THE UNITED STATES NEWS.. 32 
New York, has joined the publicity MAGAZINE B 25 
New York, has joine e publicity * J * M/ DD cesecvecvosesene PAs) 
and promotion department of Lib- MEAG ARE © onc ccccsccccccecs 19 . 
erty. 
MAGAZINE D ..............4.. 7 ILLINOIS........ THE UNITED STATES NEWS.. 27 
f y Z N ‘ “eevee eeneneeneneenee 2 
MAGAZINE E ................. 5 MAGAGING © , 


All 4 Surveys made by a N.Y. Advertising Agency 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


ASTEST MAGAZINE ON NATIONAL AFFAIRS 
Monday thru Friday explained « interpreted; delivercd Boston to Los Angeles the very next Monday 
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Woolworth Plans 
Radio Debut with 
One-Minute Spots 


Coca-Cola to Sponsor 
Kostelanetz Orchestra 
Over 92 Stations 


New York, Nov. 19.—Embarking 
on a radio campaign for the first 
time, F. W. Woolworth Company 
will place pre-Christmas advertis- 


ing, consisting of one-minute spot | 


announcements, on 75 stations in 
the East and Middle West, begin- 
ning Dec. 2. 

The radio time, to be _ placed 
through Lynn Baker Company, will 
be devoted to promotion of a Christ- 
mas merchandise booklet which will 
be distributed in stores throughout 
the areas which the advertising will 
reach. 

A spokesman for the company 
denied the report published else- 
where that the spot campaign is the 
forerunner of a $6,000,000 campaign 
by Woolworth. He declared that 
report entirely without foundation 


and said that nothing was planned 


dicted for using the mails to defraud. 


ATMOSPHERE APLENTY IN OLD SOUTH CARD 


beyond the promotion via spot radio |The federal government gained a | 


of the Christmas booklet. 
Woolworth, along with most other 
|variety chains, has never been a 
major advertiser. Its promotion 
outside of its own stores has been 
|\limited to newspaper announce- 
iments of new store openings, and to 
|special anniversary advertising. 


Made Big News 

It was in connection with an 
anniversary celebration that Wool- 
worth made its biggest advertising 
news. Catherine P. McNelis, then 
‘a Wilkes-Barre, Pa., copywriter, 
was given the task of preparing an 
anniversary booklet for Woolworth. 

She parlayed that assignment into 
a magazine publisher’s job for her- 
iself by selling Woolworth on the 
|idea of distributing a series of home 
'magazines. Aided by the financial 
| backing of a Woolworth vice-presi- 
dent, Fred M. Kirby, she established 
Tower Magazines, Inc., to publish 
the periodicals. 

Flashing across the advertising 
horizon like a meteor, the Tower 
group had a brief but sensational 
career. Publication was suspended 
in October, 1935, upon filing of a 
petition in voluntary bankruptcy. 
Subsequently, Miss McNelis and 
|other Tower executives were in- 


|conviction 10 months ago, and Miss 
|McNelis and her associates were 
sentenced to a year and a day in 
prison. 


COCA-COLA TO SPONSOR 
TWO AIR SHOWS 

| New York, Nov. 20.—The Coca- 
|\Cola Company has completed ar- 
|rangements for a radio program of 
popular music, featuring the 45- 
'piece orchestra of Andre Kostelan- 
|etz and Albert Spalding, violinist, 
to appear each week beginning Dec. 
1, from 4:30 to 5 p. m., EST, over 
|92 stations of the Columbia Broad- 
‘casting System. A _ well known 
guest star will be an added attrac- 
|tion each week. The show will be 
called “Music That Refreshes.”’ 

A second musical program, to be 
aired over the Red network of the 
National Broadcasting Company, 
will be inaugurated sometime in 
January with Frankie Masters and 
his orchestra headlining the cast in 
a college-type program. D’Arcy 
Advertising Company will handle 
both programs. 

A heavy spender for spot radio 
time in recent years, Coca-Cola has 
‘been off the networks since June, 
/1938. The program which went off 


“DO YOU SOLEMNLY 
SWEAR ?....” 


(Q.) What Los Angeles newspaper 
has the largest morning circulation? 


(A.) The Examiner. 
nearest competitor by 5,058 fam- 


ilies. 


(Q.) And how about Sundays? 


(A.) The Examiner again. But the 


30, 1940, against the previous state- 
ment for the six months ending 
March 31, 1940. They show the 
Examiner with 220,195 daily, and 
the Times with only 215,137; while, 
on Sundays, the Examiner tops 
everything west of Chicago with 
556,762 against the Times’ 385,- 
682, a drop of 10,273 families since 
their last SWORN statement. 


It exceeds its 


lead on Sunday is really colossal. 


The Examiner on 


171,080 more families 
Sunday Times, and that lead, in it- 
self, is greater by far than most 


American 


newspapers 


(Q.) I'm glad you mentioned drop. 
Little drops are said to make a sea, 
and big drops a headache. How 
about other drops in circulation be- 
tween the periods you mention? 


Sunday reaches 
than the 


enjoy as 


TOTAL circulation. 


(Q.) Just answer my questions, 
Now, which of these news- 
has the greater 


please. 
papers 
CITY circulation? 


(A.) The Examiner, with 138,630, 


against the Times’ 


(Q.) How about the total RETAIL 
MARKET area—the area in which 
Los Angeles merchants do most of 


their selling? 


(A.) The 


thing in sight again in the morning the 


the retail 


Examiner beats every- 


(A.) Well, the Times dropped 
6,266 daily in the City Area, while 
the Examiner GAINED 4,494; the 
Times dropped 9,912 daily in the 
Retail Area, while the Examiner 
added 4,899, and from the Times’ 
total circulation rolls there went 
with the wind 12,165 daily net paid 
circulation, during the same period 
the Examiner was adding 6,735 . . . 
a net difference of 18,900 in favor 
of the Examiner. 


morning 


121,135. 


(Q.) Summing up, then, you would 
say the Examiner is now ahead of 


Times in what circulation 
field. It reaches 185,989 families in brackets? 
market area while the 
Times follows behind with 181,875. (A.) In ALL of them. It is first 


(Q.) You say the Examiner has a 
morning circulation 


greater total 


DAILY AND SUNDAY, in City cir- 
culation, Retail Area 
and total circulation. 


circulation 


and a greater total Sunday circula- 


tion than the Times. 
you base your figures? 


On what do (Q.) You have a lot of favorable 


things to say about the Examiner. 
Can you tell me why? 


(A.) I base them on the latest 


SWORN statements of the publisher 
of each newspaper, to the Audit Bu- 
reau of Circulations—that is, for 


(A.) Yes, sir. You asked for the 
truth, the whole truth, and nothing 
but the truth; that’s what I’ve given 


the six months ending September you. 


All figures above mentioned are based on sworn statements of publishers for the six-month 


periods ending March 


31, 1940, and September 30, 1940, to the Audit Bureau of Circulations, 


a national, impartial bureau devoted to one purpose: truth in nex spaper circulation statements 


Represented Nationally by the Rodney E. Boone Organization 


—-« OLD SOUTH 


| hea lok-pies 


Colorful window card for Old South Perfumers introducing a new line of toiletries 
for which Campana Sales Company is the exclusive selling agent. 


Aubrey, Moore 


& Wallace is the agency. 


the air then also featured music 
and was known as “Song Shop.” 


Jennings Heads CBPA 


Albert E. Jennings, general man- 
|}ager of the Canadian Engineer Pub- 
lications, has been elected president 
|of the Canadian Business Publish- 
‘ers Association. Other officers are: 
|First vice-president, William J. 
| Bryans, Wrigley Publications; sec- 


Amend Handbill Law 


The Watertown, Wis., common 
| council has adopted an amendment 
| to its handbill ordinance which pro- 
hibits the distribution of circulars 
|or handbills upon any sidewalk, 
| street, alley or other public place, 
and the suspension from any pole 
or building of any commercial ad- 
vertising material, pictures or pic- 
torial matter over any street in the 
city. 


| ond vice-president, G. L. White, 
|Westman Publications, and secre- 
tary-treasurer, Gordon C. Keith, | 


Manufacturing & Industrial 
| neering. 


Names Balentine S. M. 

Jack Balentine has been ap- 
pointed sales manager of Los An- 
geles Pacific Macaroni 
after acting as sales representative 
for the company in the Long Beach 
area for two years. 


Named Vultee A. M. 

Recently resigned as advertising 
director of Gilmore Oil Company, 
G. J. Donahue has been appointed 
advertising manager of Vultee Air- 
craft, Inc., Downey, Calif. 


Engi- | 


Company | 


LOLOL LL fm 


CHROMURA PRINT 
from KODACHROME 


¢ The ultimate incopy for process plate work! 
e Can be retouched as desired and fitted 
into art work. e Gives new reproduction 
perfection—stops all technical alibis. e Cap- 
tures Kodachrome’s full richness—price 


$38.00 up—reduces plate cost—Investigate! 
PHOTOCHROM ¢ Chicago 
1141 W. Belmont ¢ Bittersweet 0036 


4 44 


fectly matched letters. 


You can step-up sales and reduce costs with these per- 


The price of 144 cents each* 
| includes salutation up to five lines, signature, addressing, 


folding, enclosing, sealing, stamping and mailing. No 
other process affords you so many advantages . . . 


flawless quality . . . low price, 


Get all the facts. 


Mechotype Letters can help you secure more profitable 


results. 


Write or phone today for samples. 


*Plus postage and smal! name plate charge 


a 


VON 


| PLANNED: -:- 
| 111 N. Canal St. 


PRODUCED: -: 
DEARBORN 8475 Chicago, Ill. 


EELER-Packarp CompANy 
| ANte cl 


MAIL ADVERTISE & 


MAILED 
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PAIR OF ROBBINS 


ee ee 
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| Wembley Appoints 


Industry Plans 


the consumer,’ Mr. Ammon said. 
“Can the cheese alone 


Continues Oil Suits 


industry . ’ r. , 

oo sie ‘ —— ‘leans : . Federal Judge Walter C. Lindley, 
iueee  saliee cm ensanel Promotion of ignore this trend?” of Danville, Ill, has advised the 
Fitzgerald Advertising Agency New Owen Richards, Chicago, adver- | federal court clerk at Madison, Wis. 
| Orleans. ta handle its advertising. tising manager of the American| that the trial date in the federal 


Quality Cheese 


National and business publications Dairy Association, explained the | government's suit against the So- 
will be used. | Sheboygan, Wis., Nov. 20.—Ad- |extensive advertising program his |Cony-Vacuum Oil Company | has 
ee ee vertising and merchandising of association is promoting throughout — Se ee - > 
: . : en —_— es pe ott -| Jan. 20 and that of the Standarc 

Dalton to Metropolitan 'quality cheese is one of the steps the country. This campaign, he 


The 
New 


Dalton Swimming School, 
York, has appointed Metro- 


|politan Advertising Company, New 


York. Ellis J. Finch is account ex- 
ecutive. 


Robinson Opens Agency 

Herbert A. Robinson, formerly ac- 
count executive for Samson Adver- 
tising Service, Baltimore, has opened 
his own agency, H. A. Robinson & 
Co., in the Munsey bldg., Balti- 
more. 


in a four-point program for the 
industry, Ralph E. Ammon, director 
of the state department of agricul- 
ture and markets, told the Wiscon- 
sin Cheese Makers’ Association at 
its 49th annual convention here last 
week. 

“In food merchandising this is an 
era of ultra sanitation, an era of 
the cellophane wrapper, an era of 
government inspection and certifi- 
ication, an era of identification for 


j}explained, will enter 12 markets in 


* 


the country to spend $250,000 in 
newspaper, radio and point-of-sale 
advertising to help push the distri- 
bution of the nation’s dairy prod- 
ucts. 

The association adopted a resolu- 
tion endorsing the work of the Wis- 
consin Dairy Industries Association 
and another authorizing the board 
of directors to name a committee to 
study pasteurized cheese. 


| with 
| the price of gasoline. 


Oil Company from Jan. 20 to April 
14. The defendants 


alleged 


are 
conspiracy to 


charged 
inflate 


| Appoints Adelaide Erwin 


Adelaide Erwin, formerly in 
newspaper and radio work in Roch- 
| ester, N. Y., has been appointed 
director of the women’s division of 
United Air Lines, Chicago, succeed- 
|} ing Dorothy Caraty, who has re- 
| signed to be married. 


i Mai. 
oN - 


: 


Burnett W. Robbins and Burr L. Robbins, 

of the General Outdoor Advertising 

Company, Chicago, snapped at the 
OAA meeting. 


Oklahoma City ‘i | ae 
BBB Plans War | ] 
on ‘Scare’ Ads 


Oklahoma City, Okla., Nov. 20.— 
The Better Business Bureau of 
Oklahoma City will crack down on 
so-called scare or “buy-now-before- 
prices-go-up” advertising imme- 
diately, Clyde N. Kemery, bureau 
manager, said this week. 
—_ Mr. Kemery said the local bureau 


’ 


will “cooperate 100 per cent with | 

the National Association of Better | 

n 3usiness Bureaus,” which already 
ent has announced an anti-scare adver- | 
— tising program campaign. The | 
Wk, association has already named a | 
~~ six-man committee to work with | 
ole the national defense advisory com- 
ad- mission and its consumer member. | 
ic- “We plan to check closely on buy- | 
the now advertising, which so often is | 


misleading,” Kemery said. “We'll | 
keep an eye on advertising in this | 
i. and not just that in Oklahoma 

City He expressed fear that if 
T uch seare advertising becomes 
_ prevalent it might eventually lead 
IE even to more government regulation 
of business and industry. 


Best Foods Announces 
Personnel Shifts 


George C. Spitzmiller, vice-presi- 
dent and for the past year general 
manager of the Central division of 
sest Foods, Inc., New York, has 

| been appointed general manager of 
the Western division, with head- 
- quarters in San Francisco. He suc- 


BIG Gameor SMALL 


Hunt it with Good Advertising on 


CHAMPION PAPER 


If you re really serious about bagging your 


share of business. there is almest no end to 


ceeds the late Herbert U. Bran- what you can accomplish by shooting plenty 
aretn, : 
cs H. E. Hamilton, formerly secre- 


tary and treasurer. has been elected of good sales ammunition, on Champion pa- 


vice-president and succeeds Mr. i 
Spitzmiller in Chicago. William S. per. Business hunts elusive -_ however, 
Morgan, formerly assistant treas- 


urer, takes over Mr. Hamilton’s po- | 
sition, with headquarters in New 
York. Arthur M. Clark, of the New | 
York office, has been appointed to 
the newly created position of con- 
troller. 


BUSINESS IN 
WASHINGTON? | 


and persistence is needed to keep the busi- 


ness larder filled. You'll find extra value in 


the wide variety of Champion vrades of coat- 
ed and uncoated book, offset. posteard, cover. 


envelope, and cardboard. Choose your game, 


\fter a day full of Washing. 4 5 es 8 
on conferences, you'll and bag the limit with good advertising well 
doubly enjoy the modern 


uxury of the Hotel Raleigh. 
lhe restful comfort of your 
oom. The long -remem.- 
ered excellence of the food. 
\nd the gaiety of the Pall 
Mall Room, the capital’s 
martest dinner and supper 
endezvous. Yet so econom- 
cal. Rooms from $3.50. 


: » C., SCHIFFELER, Gen. Mer. Manufac turers of Sdvertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, bint elope 


HOTE 


printed on Champion quality paper. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


VY 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND © BOSTON © ST. LOUIS « CINCINNATL+: ATLANTA 

\y ¢ 
) 

f “ENNSYLVANIA AVENUE AND 
E lova ST. N. W., WASHINGTON, D:C. 
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November 25, 1945 


MEDIA RECORDS' CHART SHOWS TREND OF NEWSPAPER ADVERTISING 


a GAIN AND LOSS PERCENTAGES - 52 CITIES 


OCTOBER 1940 - 1939 Loss GAIN 
CLASS IF ICAT IONS -30 -20 -10 0 10 20 ww 
RETAIL 0.3% 

GENERAL ~6.6 

AuTOMOT IVE 0.6 

FINANCIAL -9.1 

Totat DisPLay -1.3 

CLASSIFIED 1.8 

TOTAL ADVERTISING -0.7 

DEPARTMENT STORES -0.4 


JANUARY | To OCTOBER 31, 1940 - 1939 


RETAIL 1.2 
GENERAL -0.6 
AUTOMOT IVE 18.5 
FINANCIAL -5.6 
Total DISPLAY 1.6 
CLASSIFIED 3.6 
TOTAL ADVERTISING 2.0 
DEPARTMENT STORES 2.1 
-30 -20 -10 0 10 20 HW 


Gains and losses for newspaper advertising in various classifications for October of this year and last and the first ten 
months of each year, as presented by Media Records, based upon 52 cities. | 


. . 7 7 | . . . | 

Wayne Joins Cullen ‘New Goodrich District Nyborg to Cincinnati 
E. O. Wayne, formerly with the | The B. F. Goodrich Company,| Victor H. Nyborg, assistant man- 
Cleveland News, has joined John W.| Akron, has formed a new sales dis- | ager in charge of merchandise ac- 
Cullen Company, publishers’ repre- | trict for the tire division, embracing | tivities of the Buffalo Better Busi- 
sentative. He will be in charge of | Florida, with Conrad R. Helms, who|ness Bureau, has been appointed 
the Cleveland office, 559 Hippo-|has been representing the company | general manager of the Cincinnati | 
drome Annex. for 19 years in the South, as dis-| Better Business Bureau. He will | 
trict manager. His headquarters| assume his new duties Dec. 1, suc- | 
are in Jacksonville. ceeding Karl T. Finn, who resigned. 


ALMANACS! CALENDARS! a 
Year Around Advertising Mediums! Special Phoenix Edition Seltzer to Western 


Copy supplied for U. S. and foreign coun- The Republic and Gazette, Phoe-| Western Advertising Agency, Los 
tries—Astronomical Calculations, Weather || nix, Ariz., published a 176-page | Angeles, has added Jules Seltzer to | 
poregnets, Soca Deasinas, Plant- || edition Nov. 16-17, called the “1940| its staff to handle motion picture 

ny ag beers | — | Romantic Progressive Arizona” edi- | advertising. He was formerly with 


HART WRIGHT COMPANY | ;;.,.. Advertising totaled 15,000 in-|the Hal Roach Studios publicity 


Clearwater, Florida (Winter Office) iches and 80,000 copies were printed. | department. 


RELIABILITY 


as i. RELIABLE dispatcher never sig- 


“nals “all clear” until the track is open. 
When we flash the green light lor action in any of our 
markets, we feel certain that conditions justily the adver- 


tiser in following our recommendations. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


CHICAGO NEW YORK DETROIT ST. LOUIS LOS ANGELES SAN FRANCISCO 
N Michigan Ave 41 Madison Avenu New Center Building 4553 Paul Brown Building Chamber of Commerce Bldg 608 Russ Build-ng 
SUPerior 8659 Murray H 26084 Madison 7SS9 (chestnut 4154 Prospect 35%4 Douglas 3188 
| 
~ : = 
* oe Al 2 $ vt Pome » co ae 
" ’ ; ‘ Pe ste oe a! 


Getting Personal © 


The “Richardson Pan-American Highway Expedition from Detroi: 
to Cape Horn,” headed by S. C. Richardson, of the Detroit Neu 
advertising staff, and a seasoned adventurer, left Detroit Nov. 18. Th 
trip is expected to take six to eight months. Considerable motio: 
and still picture photographic apparatus is being taken and artick 
will be written for newspapers and magazines. The trip will be mad 
in a specially built Plymouth. . . 

Fred McCaleb, of the Fitzgerald agency’s art dept., New Orlean 
an enthusiastic hunter whose drawings of pointers and setters a: 
widely known, is the new president of the Louisiana Sportsmen 
League. . . Major Jim Crown, militant editor of the New Orlea 
States, has been given a silver card of honorary membership in t! 
Young Men’s Business Club, of New Orleans, for “outstanding wo 
in the newspaper field.” His editorials are credited with a major pa 
in the overthrow of the Huey Long political machine. . . 

H. W. von Morpurgo, dir. of public and industrial relations for t 
Paraffine Cos., San Francisco, has been made chairman of a Comm 
nity Coordinating Committee in a campaign of the Natl. Assn. 
Manufacturers to “mobilize for the understanding of free enterpris« 
Committeemen include: Howard Willoughby, sales v.p., Foster a: 
Kleiser; Charles 
de_ Bretteville, 
am. J. D. & A-HUNTING THEY HAVE BEEN 
A. B. Spreckels 
Co.; Carroll 


Wilson, a.m., 
Hills Bros.; L/ 
George Voight, © 

ad. executive of : fs 
Hills Bros., and 
Thomas Aitken, 
publicity megr., 
S. & G. Gump 
+ ae 


Clarence H. 
Low, prexy of 
Flents Products 
Co., has done 
his bit toward 
aid of Britain. 
To the British 
War Relief So- 
ciety he pre- 
sented a quan- 
tity of Flents These five admen-hunters bagged the two bucks they so 
ear stopples, proudly display within two hours after starting out, but we 
which are ex- don't know where they did it. Lon Casler, Stewart, Hanford 
pected to per- & Casler, Rochester agency, and Denny Regan, Collier's 
mit bombweary @¢ standing. Kneeling are Ken Stedman, Stewart, Hanford 
& Casler; and George Faurie and C. E. Wolf, Delco Appl’ 

ance Division of GM. 


Londoners to get 
sleep despite the 
noise. . . 

Vacationing Dick Marvin, radio director of William Esty Agenc 
went all the way to Hollywood to enjoy the unique experience of be- 
coming locked in Al Pearce’s electrically controlled car. Marvin, 
Pearce and Bill Moore, Hollywood manager for Esty, were returning 
from the UCLA-Stanford game when Pearce’s custom built, rear- 
engined Scarab stalled in traffic. A short circuit prevented the occu 
pants from opening the doors or windows which operate by ele« 
tricity and are controlled by buttons. The trio sat in the car for 25 
minutes until a tow car came and towed them away. Upon being r 
leased, Marvin cracked, “Now I know how a sardine feels in 
showcase.” ... 

Hedda Hopper’s second year of broadcasting “Hedda Hoppe: 
Hollywood” over CBS for Sunkist was ushered in with a luncheo) 
on the Coast. Among those attending to do Hedda honor were Paul S. 
Armstrong, William Beatty, Russell Eller, and Russell Simmons of the 
California Fruit Growers Exchange; Donald W. Thornburgh and Bill 
Forbes from CBS; Don Belding, Tom McAvity, Thomas Conrad Saw- 
yer, James Fonda, Nelson Carter, William Wilkinson, Ken Thurston, 
Dan Layman, Gene Duckwell and E. M. Benson from Lord & 
Thomas. . . 

Walter A. Bowe, a. m., Carrier Corp., qualifies as a spreader o! 
good cheer. The complimentary closing on his letters reads: “Yours t 
make every day a good day.” Of course, it is assumed that Carrie! 
air conditioning would prove helpful in making good days out vo! 
bad... 

If that figure peering at you from a recent Graybar Electric C 
ad looked familiar, it wasn’t just the face of a busy professional 
model. It belonged to Bill Schink, space buyer at G. M. Basford 
Co., the Graybar agency... 

Don Francisco, who recently resigned as president of Lord 
Thomas to join Nelson Rockefeller’s committee to develop commers 
and cultural relations between the American republics, has sailed 
South America. He expects to be gone three months. . . 

S. L. Nordlinger, a. m., Conti Products Co., is forgetting al 
promoting the sale of olive oil and soap for the time being. A t 
lieutenant in the military intelligence reserve, he has been called 
active service for one year. He’s currently at Fort Hamil! 
Brooklyn. . . 

Abe Schechter, NBC news and special events director, is 
author of a new novel for boys, “Go Ahead, Garrison.” Altho 
his characters are fictional, the radio milestones covered are fact 
Some of the characters are obviously patterned after NBC men. S: 
readers say that the character with the gruff exterior but heart 
gold is none other than Schechter himself. . . 

Harold McGraw, v.p., McGraw-Hill Publishing Co., was hon 
by 500 West Side Association of Commerce members who thre’ 
dinner to celebrate Mr. McGraw’s “extraordinary achievements 
directing public consciousness to the industrial advantage of the W 
Side of New York.” ... 

The New York World-Telegram has re-issued in revised forn 
booklet, “How Is a Newspaper Made?” Re-publication resulted f: 
the heavy demand for the original edition. The booklet contains 
pages of text and pictures, and describes the activity of each dep 
ment of the paper. The opening chapter gives a history of the Wor 
Telegram. . . 

Dick Dorrance, who directs the N. Y. office of FM Broadcast 
Inc., is on an aerial honeymoon to the West Indies. His bride is 
former Marjorie Wooster, of Station WOR’s program departm: 
It was an office romance, for Dick used to be at WOR before join 
), aa 
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¥, N f k | Much of the copy appearing in cur-|inevitable. A manual such as that With the 250-page manual sched- | “American Home” Editors 
; en @ 0 rent publications, members assert,| used by Continental enables the|uled to undergo constant scrutiny 
a! (y W i would be smash hits were it not|newcomer to adapt or modify his | and revision, the Continental Start New Road four | — 
™ e | for the unhappy fact that it sounds own viewpoint to agree with that of Agency Network will devote much set forth on tour which will cover 
Frects onument utterly implausible to the cynical|the agency and thus to become a/of its attention in the future to a | Milwaukee, St. Louis, Indianapolis, 
public to which it is directed. valuable addition to the new organi- | detailed analysis of methods of copy | Dayton and Columbus, where they 
Clipping Writer's Wings zation without undue loss of time. | testing. It is entering into this | will call on American Home a. 
{0 Townsends The existence of a rating system | project without any preconceived |@S 4 pal t of & program of . iting “4 
( Mr. Fensholt, in an interview | does not eliminate the necessity for|ideas, but expects ultimately ed pene igre yoy ye the 
with ADVERTISING AGE, gave another|copy testing, Mr. Fensholt ex-|emerge with some important “do’s = — the maa ‘jeanne 2 
250-Page Tome Is Its reason for the use of some copy | plained, but merely insures a higher | and don'ts.” the home. 
cnt rating system. He said that every |standard for the copy to be tested. —_——_—— Editors making the tour include 
Recognition of Value agency is constantly seeking better|The mysterious and unpredictable B-S-H N M V.P Mrs. Jean Austin, editor; Mrs. Char- 
of Copy Formula copy talent. The mere fact that it|ingredient in every piece of copy is |#"’" ames iviorse V. ° | lotte Eaton Conway, associate edi- 
is doing so is proof that it practices | the mood of the public at that par-| John B. Morse, who has been with | tor; Mrs. Marni Wood, entertaining 
1icago, Nov. 20.—With a monu- ° philosophy which has paid it and ticular moment. No copywriter who ponent es ag omg , ee Sou . _* aa .... - vir, 
+ erected to the Townsend |‘tS Clients. But when it hires one |relies on any formula could possibly fren, 3 hey t allie et will be ek me er “we aaa 
~t : ee | apm of these better and higher priced | gear his advertisement, for instance, | Pointed bara te ent. oe ee ee ee ing one 
Brothers, who in 1938 created a copywriters who has also succeeded | to the temper of Ble wiatete ts ‘|account executive for the General | Mrs. Mary E. Monze, decorating in- 
furor in the advertising field with y : . ; ; p= Soo a “— — Mills and Continental Illinois Na- (quiries; E. L. D. Seymour, horticul- 
ther copy evaluation formula, the because of his own experiences and overnight begun to sing “God Bless | tional Bank & Trust Company ac- | tural editor, and W. E. Mehlhorn, 
Continental Agency Network not conclusions, a clash of concepts is ' America. counts. ‘architectural editor. 
oniy reviewed its progress in the 
same realm at its recent annual 
meeting, but laid ambitious plans 
to analyze a kindred subject, copy 
testing. 
The organization’s memorial to 
the Townsends consists of a 250- 
page manual developed by its Ad- 
Valuation Committee, headed by 
A. H. Fensholt, of the Chicago 
agency of that name. This is in 
startling contrast to the modest 27 
points espoused by the Townsends, 
but bears certain points of resem- 
blance. The agency network’s for- 
mula of sequence lists but four 
essentials—attention power, visual 
clarity, interest value and motivat- 
. ing force. It departs from all simi- 
, lar appraisal systems, however, in 
its plan for determining “the per F 
cent of advertising dollar that ? 
works.” If a rating of 90 per cent 4 


is given to attention power, and 80 | 
per cent to visual clarity, the net- | 
work would multiply the two to get 
a figure of 72 per cent. This would 
be further modified by 70 per cent 
for interest value and 90 per cent 
for motivating force, so that the 
d final maximum rating for an adver- 
lj tisement would be only about 45 
per cent. The usual method among 
devotees of evaluating systems is to 
rach an average of some kind, 
usually around 75 per cent for copy 
which contains all essential ele- 
ments 


r- Say System Works 


Members of the Continental net- 
work present glowing reports of the 
- operation of the ad-valuation plan 
in actual practice. While they do 
not lay too much emphasis on 
approval of the uninitiated, they 
assert that copy of their clients is 
not only ringing the cash register, 
but showing up with increasing fre- 
quency in awards of various kinds 
and in the comment of observers. 
“Copy Chasers,” working for Indus- 


. 
Purchasing 
trial Marketing, for instance, sel- K d , | fl 
dom fai ive an ¢ ri é 
Pe a oe oosted by Influx 


umn to advertising produced by a a - 
Continental network agency, though 

es presumably the critics do not know '@) [ N Cw Mi | | I ©] n S 
, the underlying reason for this ex- 
cellence. 

‘ The ad-valuation process has a P 
number of sub-heads, of which the Uncle Sam is pouring more than $34,- In addition, sugar beet growers have 


—_——_ se 


and buying ability throughout the 
most unusual, if not the most im- 000,000 into the Salt Lake Market received $11,000,000 as the initial market is the reason why more and 
portant, is “plausibility.” Members a payment for a bumper crop. Metal more alert advertisers are including 
apparently attach great significance Area as follows: 


mines, mills and smelters are hum- The Sunday Salt Lake Tribune on 
‘o this one word, which restrains : : activity : 
’ nh re ming with activity. ee, CE alin ; 
ome of the stratospheric flights of 6 y their “A” schedules. 


opywriters and has caused many ARMY DEFENSE ACTIVITY 


All in all, its “boom time in the 
thorwise commendable efforts to 


Rockies.” with those extra millions 
 ‘ossed into the waste basket. Member Danes (neem being piled on top of this area’s nor- COVERAGE 
_ of (Payroll and 9 . | . . hick 
en Gontvetion  Genete mal effective buying income which 
Unit Employed Cost Purchases) in 1939 was $394,513,000. of The Sunday Salt Lake Tribune 
WRITE NOW Tth Bombardment No Predates 
h Group . 2,800 $ 700,000 $2,500,000 How to Reach it— (Percentages based on A.B.C. report for 
, —or Pin Coupon Below to Your Hill Air Field... 2,200 8,000,000 = 1, 750,000 12-month period ending June 38, 1940) 
Letterhead for your FREE copy Sunset Ordnance The Sunday Salt Lake Tribune, with 98% Carrier Delivered Family 
of the NEW, Sales-Promoting Depot . 280 (6,830,000 316,088 more than 100,000 circulation, really O Coverage in Salt Lake City 
MID-STATES “— Bomb 300 1.159.000 300,000 does a coverage job here. It’s the 98% Carrier Delivered Family 
LABEL DESIGN einen Oo only publication substantially serving o Sey oe lee Gey 
SEE-LEC-TOR Supply Depot ...1,000 18,000,000 1,550,000 the 785,974 people, the 180,805 pros- GG Satien Delivered Family 
, —- a 4 Dh . a ei J verage | a 
3 12 Ero-cutchiag’ Poges. Totals ........6.550 $94,389,000 $6,410,000 perous families, in this area. : lies iia 
‘ , ' aa) a , ’ arrier iver ily 
Ne ee a ee a This intensive coverage, together with 55% Coverage in the Market 
the increasingly active buying mood 
FILL IN—TEAR OFF —AND MAIL 


2. = ee = a 


ID-STATES GUMMED PAPER CO. 
5 South Damen Avenue — Chicago i 


—" |The Sunday Salt Lake Tribune} 


State 


a. of: National Representatives: REYNOLDS-FITZGERALD, INC. Sunday Magazine and Comic Sections Color Black and White 
2m =e oF a a 
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Network Contract 


Outside Province 
of FCC, Claim 


Columbia Responds to 
Mutual and Committee | 
in New Brief 


D. C., Nov. 19. 
committee which 
June the 
and inequitable prac- 
tices” in contracts between radio 
networks and _ affiliated’ stations 
“sought to fit the testimony to pre- 
conceived judgments,’ Columbia 
Broadcasting System said today in a 
detailed response to the findings. 
The CBS rejoinder follows by a few 
days that of Mutual Broadcasting 
System, which heartily echoed the 
committee’s condemnation of exclu- 
sive outlets and agreed with it that 
the present situation makes for 
nominal, rather than actual compe- 
tition. 

National Broadcasting Company 
and Independent Radio Network 
Affiliates also filed briefs in the net- 


The 


re- 


Washington, 
special FCC 
ported last 
“arbitrary 


existence of | 


investigation. In 
the latter, the FCC 


work monopoly 


CHAIN GROCERY SALES UP THREE PER CENT 


the case of 


doubted the unanimity of the sug- 
gestion that stations and networks 


THE TRADE-O-GRAPH 


be permitted to iron out their own 
troubles. The Commission sent tele- 
grams to individual members ask- 
ing whether the brief actually rep- | 
resented their views. 


DOLLAR SALES OF 


Seasonally Adjusted 


SEPTEMBER 1940 COMPARED WITH DECREASE 


n July.17, 1940, MBS asked for | 
promulgation of a temporary regu- | AUGUST 
lation prohibiting licensees of stan- 1940 
dard broadcasting stations from | 
l enter ing into or renewing affiliation 
contracts until after the FCC shall MARCH 

; “—oahgS 1940 
|have issued special regulations 
japplicable to stations engaged in 
network broadcasting. CBS asserts SEPTEMBER 
in its brief that the Commission has 1939 


no statutory authority to promulgate 
the proposed regulations affecting 
the network outlet contract. 


Holds Conclusions Groundless 


CHAIN GROCERY STORES 


[UNITED STATES DEPARTMENT OF COMMERCE] © [BUREAU OF FOREIGN AND DOMESTIC COMMERCE | 


INCREASE 


ai 
aaa 


EACH SYMBOL EQUALS 1 % 


Other main points in its aaiioead 
presentation are: 
| “], The report is incorrect. The | 


Chain grocery sales in September were off 2 per cent from August, but still 3 
per cent ahead of September a year ago, this graph by the Bureau of Foreign 
and Domestic Commerce shows. 


record clearly disproved the charge 
that there is ‘unhealthy predomi- 


these charges are 
| P , . | 
jnance’ of network organizations in 


'and to a larger extent, the infer- 


\the broadcasting field, that serious |ences and conclusions of the report said that, 
inequities and arbitrary practices | are in conflict with the record or 
have arisen out of the network |are speculative. 


laffiliation contracts, or that Colum-| “2. The recommendations of the 
bia and National have a monopoly |committee are unsound. They are 
of artistic talent. To a considerable | unnecessary and detrimental to the 


‘extent, the statements upon which | public interest and contrary to the 


— $5 — — 


li 


tion of Printing- 


this 


housed in 


building. 


Polk & La Salle Streets 


| ee Ne Sale 


A Center of Printing Activity 


Complete facilities for the produc- =” 
-from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job- 
modern, 
Orders of any size can 
be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 
is most convenient for 
drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 
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124 WEST POLK STREET 


Pa "al = 


OUR PLANT AT 


@ @ Every piece of printing 
produced in our plant is 
Be it 
a Catalog, Publication, Book- 


are carefully supervised. 


fire-proof let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to 


buyers to cooperate with you on 


your next job of printing. 


CHICAGO 


based are false, | desires of the public.” 


| the 


The report of the FCC committee 
“The provision that the 
outlet station cannot accept pro- 
grams from any network other than 
one to which it is bound by 
contract deprives the station of 
profitable business and the listening 
public of programs for which there 
is a demand.” 

In reply, CBS pointed out that the 
matter of exclusivity is mutual, the 
network confining its programs to 
the appointed station. 

“The practice of exclusive affilia- 
tion of stations is absolutely neces- 
sary if a strong and sound system of 


|similar result worked out by tl 
ingenuity, effort and expenditure 
|}money by 


the networks is som 


‘thing not to be fostered, but d 
couraged. 


World Series Scoop 


“If others, who are not subj 


ito the expense of supplying sustai. - 


broadcasting is to continue,” the 
brief said. “Columbia spends a 


| the 


ing programs, could offer advert - 
ers commercial programs on Colu \- 
bia 
be in a position to undersell Colu .- 
bia. 
nection with the network broad: s} 
of the world series of 1939. Mut 4) 
offered to sell the time of cer: in 
Columbia affiliates to the sponso: at 
a price lower than that which coc \q 
be offered by Columbia at that t 
Mutual was able to do so bec: se 
its cost was lower, since it was ot 
subject to the expenses of the « js- 
taining program operations w! ch 
Columbia bears in connection » ‘th 
the development of an audience ‘or 
these affiliates. 


affiliated stations, they wo: q 


Precisely this occurred in c .- 


“The committee maintains at 


exclusivity deprives ‘the station. of 
vrofitable 
obtained from competing netwc ks 


business that might be 


if the station were free to acy ‘pt 
it.” Elimination of this princ »le 


would ultimately result in a loss of 


revenues to the station. Reve ye 
to the station from occasional } -o- 
grams furnished by other networks 
would hardly offset the loss of reve- 
nues resulting from a general ‘e- 
crease in the station audience ‘ue 
to a contraction of program servy- 
ice.” 

Exclusivity is also the attribute 
which causes network advertiser: to 
do considerable promotion of pro- 
grams in order to build audier 
CBS brief said. If a sponsor 


great deal of effort and money on /|could select any station in any city 


sustaining programs of the highest 
order to attract and retain audiences 
for the affiliated stations. This is 


done so that a demand for these sta- | 


tions by the advertiser is created 
and sustained. 

“It is the opportunity to profit 
from the demand of advertisers 
which provides the stimulus and the 
incentive to furnish such programs. 
It would be unfair to permit others 
to derive the benefits of these 
expenditures. This is the policy 
underlying the section of the Com- 
munications Act which forbids the 
unauthorized rebroadcast of pro- 
grams. . . 


Importance of Sustainers 

“Without the supply of network 
sustaining programs, the affiliate’s 
audience would dwindle, the adver- 
tisers’ demand for it would recede 
and its revenues would be curtailed. 
To prohibit a station from being the 
exclusive outlet of a network is, 
therefore, disadvantageous to the 
station because it is disadvantageous 
to the network. There is nothing 
inherently good or bad about exclu- 
sivity. The question is, ‘How does 
it work from the viewpoint of the 


interested parties and how does it | 


affect the people?’ 
“The loss of the exclusive rela- 
tionship would inevitably bring on 
a decline in responsibility and in | 
the quality of the programs. Busi- 
ness irresponsibility is an evil for 
any society. This is true in the case 
of a dealer in mere commodities; it 
is infinitely more true in the case of 
a medium that is as much of an art 
as it is a business, 
realm of culture, of news, of ideas 
and argument, of entertainment.” 
The brief drew an 


tween publications and 


paper should be 
contemporary had built up at great 
pains. 

| “Nor has anyone ever thought to 
criticise a newspaper or a national 
magazine for having the enterprise 
to present its own exclusive features 
in order to stamp itself with a cer- 
tain character and make a definite 


and continuing reader appeal,’ CBS 
continued “The committee seems 
to think that a similar effort and a 


and combine it into a network for 
his program, he would inevitably 
select the most powerful station to 
the disadvantage of those with less 
signal strength. As to the conten- 


|tion that exclusivity denies to the 


|neering 


| mittee’s 


people of various communities the 
choice of programs they may desire. 
this is true only of the restricted 
varts of the country which receive 
the service of but one network 
Elsewhere the listener is always 
free to select his program. 


Quotes FCC Engineers 


The brief ended its dissertation 
|on exclusivity by quoting the engi- 
department of the FCC 
“Any individual or company in the 
United States with sufficient capital 
and the ability to lease wires and 
provide programs is able to under- 
take a network service to as few 
or as many stations as are willing 
to give such consent or who express 
such desire.” 

CBS then took up the FCC com- 
assertion that “the practice 
of requiring stations to set aside all 
or a major portion of their broad- 


that deals in the | 


analogy be- | 
radio, 
asserting that the FCC would not | 
dream of advocating that one news- | 
authorized to | 
appropriate the circulation which its | 


cast time for the utilization of the 
networks, regardless of whethe 
such time is used, places an undut 
| burden upon the outlet station and 
lessens its ability to serve the local 
needs of the community.” Said Co- 
lumbia: 

| “Considering the complete free- 
dom of the station to substitut: 

| grams of local interest for ne‘ 
|commercial programs, its ur 


tioned right to reject pré 
|which the station regards 
jectionable, its knowledge of : 


| programs to be broadcast ov: 


“Ile 


2250 WOMEN “TELL ALL 


In the intimacy of the home, d 
ing a “heart to heart’ talk ak 
the baby. our Cradle Car nu: 
can find out anything! In w 
manner could you make a be 
survey? 2250 contacts in 

month . - and a rich fund 
information resulting! Let us 
you more about this survey w 


( Ihe 


( 
Cradle ( ah Sewer. Gne 


457 N. Kingshighway St. Louis, Mo. 


JOHN A. CAIRNS 
& COMPANY | 
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n twork, 


the station’s familiarity with the network as to terms of 


y th Columbia’s concededly high | their contracts. 


p ogram standards and their rigid 


| 


“The evidence, therefore, shows 


e: orcement, the record clearly con- | that the division of revenues from 


ti dicts the committee’s conclusion 
th t the stations have delegated 
th ir duty of selecting programs to 
Cc: umbia. . 


It is true that the selection and | 


pr duction of network commercial 
pr grams have shifted from the net- 
wc k to the agency to some degree. 
Bi this fact does not warrant the 
co: clusion that network responsi- 


the sale of network time between 
the network and the station is de- 
termined as nearly as_ possible 
through the operation of free eco- 
nomic forces and upon an appraisal 
of the respective contribution of 
each to the revenue from the adver- 


| tiser.” 


bil ‘y has been delegated. The re- | 


sp asibility for what goes out over 


sti jealously guarded and dis- 
chorged faithfully. . . We insist that 
the charge that these practices con- 
stitute an abdication of responsibil- 
ity for the broadcast is false and 
un ‘ogg 


Defends Long Contracts 
The length of the contracts, also 


|criticised by the FCC committee, 
the air on the Columbia network is | 


Columbia has sacrificed $9,000,000 | 
in revenue by rejecting programs 


not conforming to its standards, the 
brief said. 


How Contract Works 


The FCC committee said that pro- 
visions of the network contract 
concerning free use of the first con- 
verted hours results in an inequi- 
table distribution of proceeds from 
network broadcasting. 

Columbia replied that it is no 
more accurate to say that its affili- 
ates give away the first five hours 
than to say that the network gives 
away its sustaining programs and 
use of the wires necessary to deliver 
them. All of these things are free in 
the same sense. 

“They are parts of an entire 
agreement for compensation for the 
use of facilities between Columbia 
and the stations,” the presentation 
said. “An agreement by which sta- 
tions would be compensated for all 
the time used, and in which the 
network would be compensated for 
sustaining programs would, in sub- 
stance, be the same as the provision 
now made.” 

The network recalled that origi- 
nally agreements provided that the 
station would receive $50 per hour 
for each hour of network broadcast- 
ing, while the affiliate agreed to pay 
$50 an hour for sustaining pro- 
grams. 

“The committee failed to appre- 
ciate,” it said, “in what seems to 
be a brief for the affiliates—and 
apparently the affiliates are not in 
favor of this form of paternalism— 
that should business decline, it is 
the network that must ‘carry the 


bag.’ The affiliate in most instances 
is relieved of cost and worry 
through the sustaining programs 


available from the network. This, 
though hard to measure, is by no 
means ephemeral. The affiliates 
recognize it as an important and 
valuable factor when they bargain 


was defended by Columbia in a few 
words, the chief argument being 
that relationship between the net- 
work and the station must be of 
substantial duration if the former is 
to fulfill its function. Again it re- 
sorted to analogy. 

“The printed national advertising 
media,” it said, “have permanent 


assurance of the availability of ad- | the idea of substituting advertising | 


vertising facilities. If networks are 
to compete on an equal basis with 
these media, they cannot be subject 
to the disadvantage of not being 
assured of facilities. It is certainly 
not the function of this Commission 
to restrict radio in its close compe- 
tition with magazines and newspa- 


pers.” 


| convenience 


| 


LITTLE ROCK 


ONLY 
COLUMBIA 
OUTLET 
IN THE 
STATE 


COMPLETE DAY AND 
NIGHT COVERAGE iN 
LITTLE ROCK TRADING 


The FCC committee declared that 


contracts of Mutual Broadcasting | 


System are more equitable than 
those of competing networks. The 
Columbia report said that MBS has 
adopted many of the provisions 
found in other chains’ contracts, and 
continued: 


Comparison Is Suggested 


“The report is defective in failing | 


to make any critical analysis of the 


unorthodox organization of the pres- 
Broadcasting System. | 


| Month alter month, 


ent Mutual 
There is no attempt to evaluate, in 
terms of benefit or detriment to the 
public, the relatively impermanent 
nature of Mutual’s arrangements 
with the stations. Some objective 
comment would be helpful to the 
Commission in determining whether 
the public interest is served by an 
arrangement which permits a group 
to call itself a network for its own 
without having that 


sustained and permanent status 


which the older networks have de- | 


veloped. 

“The committee apparently failed 
to examine the structure and the 
performance of Mutual to the point 
of realizing that it assumed little of 
the risk and none of the long-term 
building job which have character- 
ized the older networks. Columbia 
came into the field after National 
was well established. It has never 
asked that National’s work be un- 
done to its benefit. Comment has 
been made that the report ‘is strik- 
ingly less severe’ upon Mutual.” 


TALENT FIGHT MAY 


RESULT IN STRIKE 


New York, Nov. 19.—Strike 


|}threats emanated from the Ameri- 
|}can Guild of Musical Artists today 


flasserting jurisdiction over 


following a court ruling denying it 
an injunction to prevent the Ameri- 
can Federation of Musicians from 
the 


| Guild’s instrumental members. Both 


organizations are affiliated with the 
American Federation of Labor. 

The decision apparently gives some 
legal authority to James C. Petrillo, 
president of the AFM, in his avowed 
purpose of barring Guild members 
from radio and recording unless 
they desert their old organization 
for the Federation. Lawrence Tib- 
bett is president both of the Guild 
and of the American Federation of 
Radio Artists. Guild membership 
includes such artists as Jascha Heif- 
etz, Albert Spalding, Mischa Elman, 
Gladys Swarthout and Kirsten 
Flagstad. 


'Greenthal Succeeds Farnol 


Monroe Greenthal has been ap- 
pointed director of advertising and 
publicity of United Artists, New 
York, effective Jan. 1, succeeding 
Lynn Farnol, resigned. 


Davison Heads Ad Class 
Roger Smith Davison, Macfadden 


Publications, has been elected presi- 
dent of the 1940-41 advertising and 


selling course class of the Adver- | 


tising Club of New York. 


Effect of Profits 
Tax on Advertising 
Given Much Study 


(Continued from Page 1) 
outlay and not a necessary business 
expense. 

The only question which might 
| be raised concerning charging off 
|advertising as business expense is 
| that a heavy program of institu- 
‘tional promotion, designed not to 
gain immediate sales but for long- 
| term advantage, might be eyed with 
suspicion. 


| Fear Crack-Down 


about the publicity being given to 
|for tax payments. Some publishers, 
| broadcasters and other media oper- 
|ators—while admitting that the tax 
| situation will probably cause an 
| upturn in business—are afraid that 
| public discussion of the subject may 
| prove the springboard for a Con- 
gressional investigation of advertis- 
| ing. 

| Another fear is that advertising 
time and space will be sold not on 
| 


its merits but on the strength of its 
low cost due to resulting tax de- 
clines. _It is felt that the reduced 
tax made possible by advertising 
should be regarded as a bonus—a 
promotion plus—rather than as a 
substitute for intrinsic merit. 


Home Economists Refuse 


| Some concern has been expressed | 


to Join Standards Institute 


The executive committee of the 
American Home Economics Associa- 
tion has voted not to participate in 
the Institute of Standards, Inc., the 
organization sponsored by McCall's 
Magazine as a means of increasing 
consumer confidence in advertising 
and advertised products through the 
development and use of standards 
for consumer goods. 

This action was taken only after 
extended study of the proposed In- 
stitute, and was based on the belief 
that the Association’s own work to 
improve the situation of the con- 
sumer buyer, of which the promo- 
tion of standards for consumer 
goods is one phase, could be done 
most effectively if it was not identi- 
fied with the Institute. 


L. D. Caulk Co. in Drive 


L. D. Caulk Co., Philadelphia, is 


|using double page spreads with copy | 


addressed to dental supply salesmen 
|to promote its 20th Century Alloy, 
Tenacin, Dentocoll, synthetic porce- 
lain and mercury. 


Henry G. Riegner Named 
TWA Advertising Official 
Henry G. Riegner, who has been 
manager of the transportation divi- 
sion in the travel 
bureau of the 
Automobile Club 
of New York, has 
been appointed to 
serve as advertis- 
ing assistant for 
Transcontinental 
and Western Air 
to coordinate 
TWA’s advertis- 
ing program with 
Beaumont & 
Hohman, the air- 
line’s agency. 
Prior to his as- 
sociation with the 


Henry Riegner 


automobile club Mr. Riegner was 
connected with the Anchor and 
Cunard steamship lines for many 


years. His new headquarters will 
be at the airline’s offices in Kansas 
City. 


Extend Brewery Awards 

La Crosse Breweries, Inc., La 
Crosse, Wis., has extended its cam- 
paign of awards to children observ- 
ing safety in cycling to include acts 
of courtesy or safety in other fields 
| in addition to bicycle riders. Adults 
as well as children are now eligible 
for the awards which will be pre- 
sented for unusual acts of courtesy 
}or the promotion of safety on the 


j|highways and streets of La Crosse. 


magazine 


—<—$ OSs 


and year alter year, 


Nation’s Business 


continues to be the 
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Lovejoy Tells | 
Why Advertising 
Sometimes Fails 


Outdoor Convention 
Hears Experts, Picks 
New President 


Chicago, Nov. 18.—Six reasons 
why advertising campaigns fail 
were recited by Frank W. Lovejoy, 
Socony-Vacuum Oil Company, at 
the national sales session of the 
Outdoor Advertising Association of 
America at the Drake Hotel Friday 
afternoon. Lack of a strong sales 
point is one reason. Spreading the 
advertising too thin, failure to get 


A CANADIAN JOKE MAKES A HIT 


George T. Koester, Winnipeg, delegate of the Canadian Poster Association, left; 
Henry Baker, Minneapolis manager of the General Outdoor Advertising Com- 
pany, center, and John E. Clark, vice-president and sales manager of General 


Outdoor, New York, at the outdoor association meeting. 


cooperation of dealers and salesmen, 
poor timing, lack of point-of-sale 
tie-ups and failure of the copy to 
“hitch up” with the rest of the line 
are others. 

Mr. Lovejoy shared the spotlight 
at the national sales session with 
W. G. Cameron, Ford Motor Com- | 
pany; Emerson J. 


Loo 


se - Wiles Biscuit 


Donnelly New President 


W. Rex Bell, of Terre Haute, Ind., | convention. 
Poag, assistant | who has served as president of the ‘selected by the board, are B. W. 


ler Corporation; and Gene Flack,| vention. He is succeeded by E. C. 
Company. | Donnelly, of John Donnelly & Sons, 
Frank T. Hopkins, president, Na- | Boston. 
tional Outdoor Advertising Bureau, | Corporation, Fort Wayne, Ind., was 
spoke at the preceding luncheon. 


Frank Dunigan, Brinkman 


'elected vice-president as running 
|mate to Mr. Donnelly by the mem- 
|bers, 803 of whom attended the 
Other officers, who are 


general sales manager and advertis- |OAAA for five years, relinquished | Robbins, General Outdoor Adver- 


ing director, Dodge division, Chrys- 


WORLD CAN / 
GIVE EM THAT 
HASWT BEEN 


qo =THAT’S EASY! 


AMERICA’S RAREST FRUIT 
WILL THRILL THEM ALL! 


yes, sir, this vear it's really a “cinch” to have 
y all the folks you remember saving: “That's one 
Christmas gift Ul never forget.”’ 

Royal Riviera Pears have that “certain some 
thing” that even the most critical epicures rave 
about! Hundreds of unsolicited letters from busi- 
ness and social leaders prove this! And this gift pack 
age be« omeseven more impre SSIV c because it cannot 
be duplicated in any store! Not one person in a 
thousand has ever tasted Royal Rivieras. So bi 
and juicy you'll eat them with a spoon! 


Growing these great, bie, luscious pears started 
out to be a hobby with Harry and me. But now we 
pac k them in handsome ift boxe sand ship them a 


gifts for many of America’s most important names 


Really, our customer list reads like a busines 


and social register. 


So Easy To Give This Thrilling Treat! 


A whole, handsome box ol Royal Riviera Pears 
makes a luxury gift that’s a rare Christmas thrill 
And they cost so little only $1.98 for the No. | 
Gilt Box (10 to 14 pears, depending on size or 
$2.98 for the No. 2 Gilt Box (18 to 24 pears) - expres 
prepaid anywhere in U.S. A. proper. No shoppin 

no shipping, no wrapping, no fuss! We do it all 


Just send us your Christmas list with check or 


money order attached to coupon. Ds 


We'll enclose 


cards if vou 


tunmate sive 


of boxes cards with vour name or 
Every box sent 
Send 


disappointme nt 


Thrilling Gift Baskets, Too! 


Gorgeous, 


your own preter 


express prepaid to arrive the date vou name 


your order now to avoid anys 


handmade baskets, overtlowing 


witl 
Roval Riviera Pears; other choicest fruits; nut 
treats: candy; unusual preserves; jellies; etc. ¢ hock 


full ot surprises Four sizes include expres 


proper No. A 
. $5.98; 


Prices 
charges anywhere in the U.S. A 
DeLuxe Gilt Basket, approximate ly IS tb 


No. B—DelLuxe Basket, 28 Ibs., $9.98; No. C 
DeLuxe lasket, 40 Ibs., $14.98 No. D DeLuxe 
Tray, 10 Ibs., $5.98. Specially packed to arrive in 


all their beauty! 
We GUARANTEE you'll be delighted 
Harry and David 


BEAR CREEK ORCHARDS 


‘the gavel at the 49th annual con- | tising Company, Chicago, chairman; 


Harry Crawford, Crawford Adver- 
tising Agency, Mobile, Ala., vice- 
chairman; H. E. Fisk, vice-president 
and general manager; J. B. Stewart, 
secretary-treasurer. Mr. Fisk has 
had the title of general manager 
and secretary. 

Mr. Donnelly succeeds Mr. Bell as 
the association’s representative on 
the board of the Traffic Audit Bu- 


reau, while Kerwin H. Fulton, 
president, Outdoor Advertising, 
Inc., was re-elected to the TAB. 


The association selected Los Angeles 
for the scene of its 1941 convention, 
to be held the first or second week 
of October. 

Mr. Lovejoy, the last speaker at 
the national sales session, gave a 
new twist to the axiom that the 
viewpoint of the public must domi- 


nate the advertising. 
“You've got to make people 
|think,” he admonished. “To get 


| people to go to a restaurant tonight 
you have to start advertising two 
months ago. Buying is an urge, not 
an act.” 

He defined merchandising as “the 
facility with which you surround 
your product with those things that 
interest the man on the street.” 


Power of Advertising 


Mr. Cameron, who inaugurated 
the special session, paid tribute to 
advertising, which he credited with 
lifting the country out of the de- 
pression and _ providing motive 
power for a new advance to distant 
horizons. This success, he said, con- 
stitutes a new testimonial to the 
potency of persistence. In view of 
the tragic events now taking place 
on the world stage, Mr. Cameron 
suggested, more humor in advertis- 
ing would probably be well re- 
ceived. He predicted that dictator- 
ships will either collapse or explode, 


Royal 
Khiviera 
Pears 


America’s harest Fruit 


Box 1624 Medford, Oregon 
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but admitted that Hitler thus far 
has turned one of democracy’s 
weapons—mass production—against 
it. 

Mr. Poag said that natural re- 
sources alone do not make wealth, 
and that the United States leads 


ithe world, not in the quantity and 
|quality of these resources, but in 
ithe mass education which has cre- 


ated a demand for all of the good 
things of life. 
The automotive expert said that 


| poster advertising is a challenge to 


ingenuity, and one which he per- 
sonally is unable to resist. Dodge 
used posters exclusively in one 
campaign, and results convinced 


| Mr. Poag and his staff that outdoor 
| advertising 


fits the tempo of the 
times. He closed by congratulating 
the outdoor industry on making its 
facilities available without charge 
to great civic movements, such as 
the Community Fund and Red Cross 
campaigns. 


Hopkins on Regulation 


Mr. 
speaker, 


Hopkins, the luncheon 
took the viewpoint 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 per inch. 


“Positions Wanted,” 
30 cents a line, 


All other classifications (single insertion rates): % in., $2.75; 1 to : 


~ 


The rates for this department are as follows: 


“Representatives Wanted,” nq 
minimum charge $1. T: ms 


POSITIONS WANTED 


POST CARDS 


1 HATE WAH! 
. . . but would like to become per- 
manently associated in advertising, 
publishing or public relations fields. 
Now employed as business paper edi- 
tor and advertising assistant. Am 27, 
married, Gentile. Would really appre- 
ciate a real opportunity to get going! 
Box 3198, ADVERTISING AGE, Chgo. 
Advertising Salesman—wNS years experi- 
ence trade paper space—College grad- 
uate — draft exempt — expert photog- 
rapher. Forceful public speaker. 
Box 3201, ADVERTISING AGE, Chgo. 
Young woman, assistant space buyer 
desires to change position; experi- 
enced cosmetic and drug field; 
chandising; available January Ist. 
Box 3202, ADVERTISING AGE, N. Y. 
UNUSUAL, TALENTED 
ASSISTANT ART DIRECTOR 
and PRODUCTION MAN 
Broad agency, art studio experience— 
including layout, finishing art, pro- 
duction and typography, Age 28, single. 
Well worth investigating. 
Box 3203, ADVERTISING AGE, Chgo. 


PHOTOGRAPHIC POST CARI, ~— 
2c each in lots of 100 or more, |} ry 
ecard an actual photograph. gh 
gloss, ferrotyped finish. Lette: if 
desired. Send any size photo. 
Photo Service, Lafayette, Ind. 


HELP WANTED - 
AGENCY PARTNER WANTE _ 
Well equipped young Chicago r- 
tising agency with active billir 
sires working partner with n¢ 
capital. References ex. An 
tional opportunity. 
Box 3205, ADVERTISING AGE, ro 


_ REPRESENTATIVE AVAILAB) 
For Washington State, Jan. Ist, sd. 
vertising and kindred lines. 

Box 3204, ADVERTISING AGE ( 


MISCELLANEOUs 


GOOD REPRODUCTION PROOFS, jw 


to make them at low cost liead 
“ETCH PROOFS” by Frederi: H 
Jartz. 10 day approval. $1 y 
G. A. R. F., 18 E. Kinzie, Chicag : 


| well-earned. 

“We have bitterly resented it 
when it has come from the outside 
/and we have frequently rendered 
|only lip service to it when it has 
‘been voluntary,” he said. “Busi- 
ness men themselves are far apart 
in their ideas of what constitutes 
reasonable regulation.” 

While business has criticised poli- 
ticians vigorously for their failure 
to understand the former’s prob- 
lems, business men have also failed 
to grasp, and in most cases, failed 
to make an effort to grasp, the 
viewpoint and the problems of the 
politician. 

“Let’s weed out that which we 
know is wrong and fight with all 


which we know is needed,” he sug- 
gested. “Advertising has its pecu- 
liar problems because it is so public 
—in fact, just because it’s adver- 
tising. It must create confidence to 
continue to exist. If it does not, it 
has no right to existence. 

| “T have listened to some brilliant 
defenses of advertising practices 
which are questionable at best. 
Let’s cut out the sophistry. Even 
if we forget altruism and regard the 
whole proposition from a_ purely 
selfish basis, we should remind our- 
selves that the plain unadulterated 
truth is the most disarming of all 
diplomacy.” 


Phil Strong Files Suit 
Against CBS, Wrigley 


The Columbia Broadcasting Sys- 
tem and William Wrigley, Jr., 
Company are defendants in a suit 
filed in the U. S. District court, New 
York, by Phil Stong, author of sev- 
eral best sellers, charging that parts 
of his book, “Career,” were plagi- 
arized in “Gateway to Hollywood,” 
a radio program sponsored by 
Wrigley over CBS last year. 

Mr. Stong asks for an injunction, 
an accounting and damages. 


Cadillac Moves Griffin 


Frank H. Griffin, for seven years 
in charge of the sales-service de- 
partment of Cadillac Motor Car 


Company, has been appointed to 
supervise sales promotion in a 
newly created Southeastern terri- 


tory. The move was part of a 


from expansion of sales volume and 
|prospects of further increase. 
|\George Mitchell was placed in 


charge of the Northeastern and 
Central states, while R. M. Jordan 
continues as zone sales promotion 
manager in the Southwestern and 
Western territory. 


Black Horse in Detroit 


Canada Black Horse Corporation 
is launching an advertising cam- 
paign in Detroit for Canada Black 
Horse beer and ale, 


Fink & Doner, Inc., is the 


regulation of business is logical and | agency. 


the vigor we have to retain that | 


realignment of field forces resulting | 


using news-| 
papers, radio, street car and outdoor | 
that | media. 


Whitelaw Made Head 


Lt. Col. Russell Whitelaw, Vin- 
couver, has been appointed prvsi- 
dent and general manager of Sea- 


grams Distillers (Western) Lid. 
recently incorporated in British 
Columbia. Offices have been estab- 


lished in the Hall bldg., Vancouver, 


and activities will be extended to 
the four Western provinces of 
Canada. 


Joins NBC Red 

George W. Diefenderfer has left 
Paul H. Raymer Company, Chicago 
radio representative, to join the 
Central Division Red network sales 
| staff, effective Dec. 1. Carl P. Mc- 
| Assey has been transfered from the 
| NBC Central Division spot sales de- 
partment to the Blue network 
staff, headed by E. R. Borroff 


sales 


| Smart Is EAA Speaker 


| Wilbur Smart, art director of The 
| Buchen Company, Chicago, will dis- 
| cuss “How Does Layout and Design 
| Affect the Productiveness of Adver- 
| tising?” at the meeting of the 
| Engineering Advertisers Association 
| Nov. 25 at 7:30 p. m., at Room 340, 


Sherman Hotel, Chicago. 


Boaz to “Colliers” 

Alfred J. Boaz has joined the 
Chicago sales staff of Collier's. He 
was formerly with McCall’ nd 
more recently with Liberty. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeograph in 


_ THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


POSTERS BY. 
STROBRIDGE 
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('d Gold Account 
Goes to Thompson; 
L &M Keeps Others 


(Continued from Page 1) 


a: had a part in their promotion. 

vertising expenditures on Old 
Gi in 1939 amounted to $1,152,- 
05£ ‘n the three major media, news- 
paps, magazines and radio. Loril- 
lar’ also spent another $570,505 to 
pro ote its other products in these 
mecca and farm papers. 

J. Walter Thompson’s acquisition 
of t»e Old Gold business marks the 
first agency shift involving any of 
the ‘ive leading brands since Wil- 
liam Esty & Co. was placed in 
charge of Camel advertising more 
than six years ago. 

Although exact figures are not 
available, Old Gold is believed to 
rank fifth in the field of sales. The 
rapid rise of Philip Morris edged 
the Lorillard brand out of fourth 
place in 1938, and other rising | 
brands such as Pall Mall are chal- 
lenging from the rear. 


Recall Huge Contest 


Old Gold has had an interesting 
advertising history under Lennen & | 
Mitchell. Its most spectacular cam- 
paign was the $200,000 prize contest | 
staged in 1937, and the follow-up. 
contest begun later the same year | 
with $250,000 as bait. 

Both were puzzle contests, and 
both were heavily advertised 
through newspapers. An estimated 
$1,500,000 was spent on the first 
one. It attracted 2,000,000 entrants 
at a sales cost of about 17 per cent. 
Both contests offered a $100,000 first 
prize. P. W. Lennen, president of 
the agency, is said to have fathered 
the idea. 

Lorillard’s entry into the “longie” 
field, reported in ADVERTISING AGE 
Nov. 4, puts three of the five major | 
companies in the king-size competi- 
tion, in addition to a group of lesser 
concerns. American Cigarette & 
Cigar Company, a_ subsidiary of 
American Tobacco Company (Lucky 
Strikes), has its lengthened Pall 
Malls: and Philip Morris & Co. has 
its king-size Dunhills. 


How Trend Started 


Riggio Tobacco Corporation start- 
ed the “longie” trend by introducing 
Regents more than a year ago. 
Others were quick to follow. A few 
months later, Pall Malls were 
lengthened, and remain the most 
heavily advertised king-size brand. 

Last April, Reed Tobacco Com- 
pany, a subsidiary of Larus & Bro. | 
Company, manufacturer of Edge- 
worth tobacco and Domino cigarets, 
gave the “longie” idea a new twist. 
Reed’s offering was Chelsea cig- 
arets, featuring the usual length but | 
with 24 smokes to a package instead | 
of the usual 20. Chelseas are still | 
available only in a few Eastern | 
markets. Axton-Fisher’s Spud is| 
one of the newest entrants in the 
king-size race. 

Whether R. J. Reynolds Tobacco | 
Company, maker of Camels, and | 
Liggett & Myers Tobacco Company, | 
mal of Chesterfields, will suc- | 
cum) to the “longie” trend is not 
known. There have been reports | 
that one or both were planning to 
ente the market, but no confirma- 
tion has been obtained. 


RU!) ‘ORS OF OTHER MAJOR 
AC ‘OUNT CHANGES FLY 
N w York, Nov. 
mil which has been grinding out 
rep “ts fast and 
sinc several major account changes 


wer effected recently, was working | 


Ove ime this week, apparently 


spu ed on by the Old Gold switch. | 


or food accounts were selected 
a8 e week’s chief grist. But in- 


_ om STRIBLING Gisoccazes 
ADVERTISING 


148 Seatt Dearders Street Coicage Ili 


20.—The rumor | 


furiously here | 


vestigation of the reports proved 


that: 


1. General Foods has not changed 
any of its agency relationships, nor 
are any such changes contemplated. 
Charles G. Mortimer, vice-president 
in charge of advertising, told 
ADVERTISING AGE these reports were 
absolutely without foundation. 

2. The National Biscuit Company 
agency “shakeup” consists only of 


| the retention of the NBC bread ac- 


count by McCann-Erickson. The 
company had previously announced 
this portion of the account would go 
to Lord & Thomas. 


Maguire Withdraws 

James A. Maguire has withdrawn 
from the Advertising Specialties 
Company, Philadelphia. 


llast May to 


Chicago, Nov. 


United Methodist 

wipe 
differences. 
new Christian 


cate, of 
Protestant Recorder, 


Methodist Papers aor auspices of the Christian 
Merge to Form 
National Weekly 


20.—Merger 
seven regional Methodist publica- | Dr. Roy L. Smith, for 17 years with 
tions to form one strong national the 
weekly, the Christian Observer, was | News 
announced here today. The way for | Charles A. Britten, former general | Search 
the changes was paved when the manager of the Wesleyan Christian Bowles, 
Church 
out 
Headquarters 
Observer 
situated at 740 Rush street. 
The papers involved in the con-|the new 
solidation are the Christian | 
Nashville; 
of Baltimore, 


voted 
doctrinal | promotion and circulation. 


will be 


five editions published |to make available the _ regionai 
;coverage heretofore possible’ in 
Advocate Group, Chicago. The re- advertising, and it is believed that 
sulting publication will have a cir- only national copy will be solicited. 
culation of about 200,000. aeceaiaiede 
Dr. B. A. Whitmore and Dr. Fred | 
of |E. Stone will be publishing agents. bonny Leaves B & B 
for Geyer, Cornell 
York| Adolph J. Toigo, for the past four 
editor.| years general manager of the re- 
department of Benton & 
has joined Geyer, Cornell 
& Newell as research director. 
ne John Bogert continues as research 
y While | director for Benton & Bowles. 
other additions of personnel are cal 


expected, they remain to be worked M . ° amins 
;}out, as do many of the details of cCallister to Vit 
Advocate. Charles McCallister, 


Chicago Tribune-New 
Syndicate, will be 


Advocate, Macon, Ga., will handle 


the 


formerly 


mae , sales promotion man and sales re- 

+ 10- 4 “ yaper Is -xpecte ) r: . . 
Adv While the paper is expected t searcher for Vick Chemical Com- 
Methodist |carry both national and regional has been made a sales man- 


pany, 
ager for Vitamins Plus, Inc. 


news, no plans have yet been made 


Send 


15 recent success 


word for it. 


920 Club. 


What WORL did for FRIDAY 
MAGAZINE it can do for any 


advertiser who wants to crack the 


“tough Boston market. 


EVIDENCE! 


You don’t have to take anybody's 


for details of 


stories which 


PROVE what WORL can do. 


Economy, efficiency, quick action 


in SALES for amazingly modest 
cost — these are what you can 


get through WORL’S famous 


GRAYBAR 
BLDG. 420 LEXINGTON AVE..Ne 
° W YOR 
é K 
LEXINGTON 2-8650 


October 14, 1940 
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- Tée Lask 
Radio Station NOK. 
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(A column of advertising comment of inter 
est to 
tised 


manufacturers of 
food 


nationally adver 


products and their agencies.) 


has gone a in a 

short time . for it was 

less than two years ago (Jan- 

e uary, 1939, to be exact) that 

this unique Plus Service was 

inaugurated by The Topeka Daily Capital 
as a beneticial Food Cooperation Plan wel 


long way 


comed by readers and advertisers alike. 
PS. isn’t everything that Topeka's first 
newspaper gives its food advertisers, but 
it’s far more than most of them logically 


expect. 


Nono/ 
thoy 


THE 
DAILY 
CAPITAL 
FOOD 
REVIEW 


% 
WEDO NOTE 
a Osnno! WANT 


goes on the air over Ra 


dio Station WIBW _ every 
Saturday morning in the 
. @ form of The Daily Capital 
Food Review. Gene Shipley, 


m.c., and Prof. Pappy Chiselfinger and his 
band convince listeners of the wisdom of 
purchasing food products advertised in the 


Capital and listeners reciprocate by 
making their food purchases accordingly. 
Best of all, this Plus Service doesn't cost 
you a single, solitary cent! 


SPECIAL 
DISPLAY 


doesn't stop with radio. Far 

from it! And that is one 

reason why FP. S. carries on 

& twice a week with special 
display ads in The Topeka 

Daily Capital, These messages list outstand 
ing food values . . . tell the Capital's 


200,000 readers why to purchase 
advertised food products . . Open up the 
$101,966,000 pocketbook of Topeka and its 
21) Drive-in) Counties. This Plus Service 
is also free! 


nationally 


BROOK’S 
TOBASCO 
FLAVOR 
CATSUP 


has been a big boon to 
sales of many food prod 
ucts advertised in the Cap 
ifal lake the G. S. Suppiger 
* @ Company, for instance. PS, 
has done so much to stimu 
late this firm's sales of Brook's Tobasco 
Flavor Catsup that, like many other Capital 
mivertisers, G. S. Suppiger Company plans 
to increase its space in Topeka’s /eading 
newspaper No wonder the Capital carries 
7.6 of all national food lineage’ in 


Tope ka! 
Many advertisers report 
amazing results and response 
to messages in The Topeka 
. C7 Daily Capital . . proof suffi 
cient that the Copital and 
?’. S. produce big results at a surprisingly 


low cost Why not investigate? 


Che Copeka 


| training, each man will receive one | 
At the end of the | 


Liberal Policy 
on Draftees Set 
Up by Agencies 


New York, Nov. 20.—Advertising 


agencies will pursue the most liberal | 


with 
military 


can in 
called up 


policy they 
employes 


dealing 
for 


training, according to data on the| 


subject gathered by the American 
Association of Advertising Agencies. 
Individual agency policies will vary 
as to compensation and reinstate- 
ment. 

The first statement on the 
ject thus far issued by a major 
agency came from Young & Rubi- 
cam today when Raymond Rubi- 
cam, chairman of the _ board, 
vealed that there are 59 Y&R young 
men, single and without dependents 


next few months. At the comple- 
tion of their training, Mr. Rubicam 


j said, the agency will do everything 


|in its power 
present jobs. 
On leaving the agency to begin 


to give them back their 


month’s salary 


\first half of his training period he 


|to Bob Donley, 


will receive another month’s salary. 
Men called before Jan. 1, 1941, 
will receive their 
bonuses before leaving for camp. 
During the training period Y&R will 
pay each man’s group insurance 
programs. 


Walter Sickles Wins 


Davis Memorial Award 
Walter Sickles, WWSW, 
given the H. P. Davis 
Announcers Award, 
year to the 


has been 
Memorial 
presented each 
announcer of a Pitts- 
burgh radio station selected by 
judges as being outstanding be- 
cause of personality, diction, adap- 
tability, voice, versatility and main- 
tenance of a high standard in the 
presentation of programs. 

First honorable mention went to 
William Hinds, KDKA, and second 
WCAE. The award 
is presented each year over KDKA, 
Pittsburgh, on the anniversary of 
the world’s first regularly scheduled 
broadcast in 1920. The award, con- 
sisting of a gold medal and $150, is 
given by Mrs. H. P. Davis in mem- 
ory of her husband, a vice-president 
of Westinghouse Electric and Mfg. 
Company. 

Customers Participate in 
Bay Petroleum Air Show 

Bay Petroleum Corporation, Den- 
ver, is using a telephone angle in 
its audience participation program 
over KOA, Denver, in which cus- 
tomers register at Bay service sta- 
tions and complete a slogan. Judges 
select the telephone numbers to be 
called during the broadcast and the 
program announcer puts a question 
to be answered within the time limit 
of 30 seconds. 

Waits between telephone calls are 
covered by reports on skiing condi- 
tions and highway conditions in co- 
operation with the state highway 
courtesy patrol. G. DeWitt Robin- 
son is advertising manager and the 
Raymond Keane _ Advertising 
Agency is handling the account 


Two New G-E V. P.’s 


Dr. W. D. Coolidge, director of the 


1940 Christmas | 


sub- | 


re- | 


Ag A 
who may be summoned within the | 


| 
| 
| 
| 
| 
| 
| 
| 
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THIS WEEK 


a of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEM 


i6-Week 
Period 


Ended 
Nov. 19, 1938 
mre, Ch wiccsece .. 10,455,989 
Baeemy, Bes. Beocse 7,660,050 
®Atlanta, Gia. . xs . 13,995,862 
tjaltimore, Mad , 19,441,284 
Birmingham, Ala, , 11,127,200 
tjoston, Mass 7 17,504,182 
Bridgeport, Conn i 8,064,616 
Buffalo, N. Y.. ii 14,171,142 
Camden, N. J.. 8.496, 807 
Cedar tapids, la 1,253,200 
Charleston W Va 8,737,850 
Chicago, Tl , 27,328,765 
Cincinnati, © 13,716,277 
Cleveland, ©, . , 13,615,308 
Columbus, © 11,003,876 
Dallas, Tex 18,404,984 
Davenport, la 8,453,945 
Dayton, © : 11,820,708 
Denver, Colo 7,408,648 
Des Moines, la . 5,707,594 
Detroit, Mich ae 16,060,880 
Kl Paso, Tex . 8,958,72 
Erie, Pa 8,773,004 
Evansville, Ind 10,763,190 
Fall River, Mass -.» 2,810,053 
Flint, Mich P 6,479,564 
Fort Wayne, Ind 9,590,987 
(iary, Ind 1,913,292 
Grand Rapids, Mich 8,035,978 
(Gjreenville, 3S. C 5,805,548 
Houston, Tex. . . 14,797,37 
Huntington, W. Va 6,381,047 
Indianapolis, Ind. : 14,111,230 
Jacksonville, Fla. . ‘ 7,673,868 
Jersey City, N. J 1,879,526 
Kansas City, Kan 2,428,041 
Knoxville, Tenn 4,008,649 
Little Rock, Ark 8,375,292 
Los Angeles, Cal : 20,883,634 
Louisville Ky ‘ 12,501,495 
Lynn, Mass 7,150,304 
Manchester N H 3,236,909 
Memphis, Tenn 10,116,232 
Miami, Fla 11,173,394 
Milwaukee, Wis 13,439,097 
"Minneapolis, Minn 12,033,347 
‘Nassau County, L. I 2,196,428 
New tedford, Mass 3,777,712 
New Haven, Conn 8.088.472 
New Orleans, La 16,952,961 
New York N y 3,305,774 
Brooklyn N ‘ 1,330,176 
Norfolk Va 8,002,890 
Oakland, Cal 6,655,519 
Oklahoma City, Okla 10,459,812 
Omaha, Neb 9,432,751 
Peoria, 1 9,231 
Philadelphia, Va 24,097,654 
Phoenix, Ariz 6,991,798 
Pittsburgh, Pa 19,117,672 
Portland, Ore 10,610,942 
Reading, Pa 8,551,207 
Richmond, Va 10,808,420 
| Rochester N Y 13,187,948 
Rockford, HI 6,831,909 
Rock Island 


Generel Electric Research Labora- | 
tory, Schenectady, and Stuart M. 
Crocker, manager of the air condi- 
tioning and commercial refrigera- 
tion department, have been ap- 
pointed vice-presidents of General 
Electric Company 
Nowak to Telex 

Stanley Nowak, formerly general 


sales manager of Schick Dry Shaver, 
Inc., has been made vice-president 
in charge of sales for Telex Products 
Company, of Minneapolis. The com- 
pany plans to use newspapers and 
a few general and business maga- 
zines to promote its electronic prod- 
ucts. 


Expands Vick Research 

Vick Chemical Company’s new 
product development division has 
been enlarged by the addition of Dr. 
John M. Wilcox, Elden Loyd Dosch 
and Dr. Robert Steele. 


To Burke, Kuipers 

The Record, Morristown, N. J.. 
has named Burke, Kuipers & Ma- 
honey, New York, as its advertising 
representative 


Moline, 11} 7.468.104 
Sacramento, Cal 7 


San Antonio, Tex », T0006 
San Diewxo, Cal 11,379,768 
Seattle, Wash 8,488,867 
‘South Bend, Ind 6,375,554 
Spokane Wash 6,035,774 
St Louis, Me 15.850.601 
St. Paul, Minn 990,813 
Syracuse, N. ¥Y 7,059,936 
Tacoma, Wash. . y,o98,282 
Tampa, Fla », 855,284 
Toronto, Ont Car 15,488,645 
Troy, N \ +.648,230 
Tulsa, Okla 8.146.996 
Washington, 1 © BL.157, S00 
Youngstowr a 6,423,674 

Potal S62. 403.6388 


1 Akron Times-Press discontinued 


Chicago Herald & Exam. discontin 
Oklahoma News discontinued Feb 

{ News-Times discontinued Dec, 28 

5 San Diego Sun suspended publication 


Nov oF 1939 


Nixon Joins Bruno 
Larry Nixon, press representative 
of the Bell Telephone exhibit at the 


New York World's Fair, has joined 
H. A. Bruno and Associates, New 
York public relations counsel 


Bennett to KYW 


Don Bennett, formerly 


Roberts Joins Brother 
program J. C. Roberts, advertisu 
production manager of WNBF, \ager of Transcontinental & 
Binghamton, N. Y., has_ been!Air, Inc., has resigned to }' 
appointed production chief at KYW, | Brother & Co. on the O 
Philadelphia. account. 


% Gain % Gain 
16-Week 46-Week or Loss’ or Loss 
Period Period 1940 1940 Week Week tain 
Ended Ended over over Ended Ended 5 
Nov. 18,1939 Nov. 16, 1940 1938 1939 Nov. 18, 1939 Nov. 16, 194 188 

8,808,967 8,578,166 —17.2 —2.6 244,501 221,687 ’ 

7,353,592 6,945,014 —9.3 —5.6 198,274 188,365 . 
15,847,580 13,918,086 —).6 —-12.2 $33,566 350,448 ) 
19,696,703 20,219,657 + 4.0 4+-2.7 547,007 576,750 g 
11,858,900 7.110 + 13.6 +. 6.6 105,956 244.890 12 
17,286,894 7,142 7.1 —6.0 485,914 446,056 8° 

8,791,138 9,272,652 + 15.0 +5.5 230,104 256,564 1 
13,869,519 13,640,019 3.8 RY 353,631 381,905 § 

3,922,492 4,828,130 + 38.1 +- 23.1 115,386 120,679 45 

4,407,828 4,208,997 1.0 1.5 93,016 120,582 29 

9,077,715 9,188,943 + 5.2 + 1.2 259, SUF 24 
26,043,681 25,626,025 6.2 1.6 T61,87¢ } 
13,931,050 14,690,090 | 5.4 395,722 9 
15,881,556 16,535,280 + 21.4 +4 $46.91 3 
11,851,144 11,730,364 + 6.6 1.0 309,917 2. 
18,548,564 17,836,956 3.1 3.8 479,181 7 

8,331,478 8,399,146 0.7 +- 0.8 212,716 7 
12,518,154 12,716,572 + 7.6 3.2 385,420 2 

7,992,226 7,624,725 + 2.9 1.6 167,603 183,906 :7 

5,755,424 5,948,866 4.2 +-3.4 139,158 167,641 20) 
17,958,880 18,880,830 + 17.6 +51 171,103 505,36 ; 

9552,977 9,543,962 6.5 0.1 217,966 465,913 8 

8,453,508 S.S1TS,S898 5.2 1.6 189.700 199,850 S 4 
10,492,438 10,823,671 + O.6 +3.2 253,470 272,062 7.3 

3,052,669 3,122,173 + 11.1 + 2.3 74,617 71,039 4.8 

7,230,586 S OOS S68 23.6 + 10.8 200,116 221,284 106 

9 647,676 OS40,776 + 2.6 +2 0 271,607 274.176 0 

5,348,533 5,767,104 17.4 + 7.8 118,755 141,708 ’ 

7.788.408 8,191,918 +19 5.2 198,156 202 902 94 

5,921,299 6,667,386 + 14.8 +12.6 150,179 158,969 ‘ 
15,621,408 17,138 +-15.8 + 9,7 179,500 457,464 { 

7,102,739 y & 17.4 + 5.5 183,438 198,140 
15,070,018 16,119,651 + 14.2 + 7.0 366,030 443,548 

8,228,556 8,651,636 12.7 5.1 215,544 211,204 

1,906,050 1,935,101 + 3.0 1.5 »1,983 1,108 

2,424,842 2,713,683 11.8 11.9 67,725 GS,524 

9,675,825 9,483,712 + 5.3 2.0 276,710 247,438 

8,255,185 8,712,984 4.0 5.5 222,332 208,01 
2° OS6.778 21,596,536 3.4 2.2 611,233 617,10 
13,067,936 13,183,233 5.9 0.9 337,809 $44,500 

7,384,092 8,121,122 + 13.6 10.0 175,000 ZVv9, 662 

3,996,693 $3,813,519 + 17.8 4.6 79,540 83,25 
10,856,370 11,638,830 + 15.1 7.2 293,874 338,054 
11,297,280 12,188,171 + 9.1 7.9 254,982 265,370 
12,863,358 13,87 + 3.2 7.9 343,057 354,070 
12,216,664 1 92 8.7 10.0 $45,921 252,444 

2,340,759 *} + 2.6 + 3.7 50,067 T1510 

2 807.014 Y 17.3 + 16.1 66,066 77,378 

8,197,770 6 + 6.0 - 4.6 IS8,552 205,14 
17,404,808 oa 5.3 + 2.5 73,304 533.0 
52,723,914 A473 2.1 1.0 1,383,920 1,.505,28 

3,501,394 ,324 26.8 0.5 80,948 104,7 

8,482,124 1,278,004 + 15.9 %.4 215,768 234,0 

7,279,018 7,983,168 + 19.9 + 9.7 211,558 215,004 

7,955,052 T.0688,592 32.4 11.2 181,888 182,224 

», 234,073 > 368,997 72 2.6 123,984 200.5 

8,812,819 10,640,373 1.15.3 S.4 280,025 264,79 
24,782,541 25,852,274 7.3 + 4.3 78,638 T0617 

6,808,494 7,537,124 7.8 + 10.7 A470 $41.5 
18,121,950 IS, 702,844 1.7 + 3.7 92,606 $85,901 
11,140,481 10,228,610 3.6 8.2 496 250,% 

8.959.941 “577.981 12.0 6.9 L688 253.7 
11,290,626 11,440,450 5.8 1.3 7,662 295.7 
13,525,317 13,758,868 4.3 +-1.7 013 371,38 

7,098, 840 7,679,112 12.4 8.2 7,118 191,3 

7,442,456 7,506,326 0 0.9 378 175,2 

T7544, 458 7,825,517 2.6 0.3 O38 184.4 

6.462.846 #834 660 14.0 8 7.303 170.1 
11,772,6 8 7S1,506 14.1 16.9 5,000 244 
10,.271.940 10.57 136 24.6 0 265,272 Al ; 

4,744,025 tNTS693 23.5 + 2.8 120,523 14,1 

»SS4.340 786,078 11 1.7 126,686 16S0 
16,116,530 16H 324.680 3.0 33 162.060 $51.: 

9.737.260 1428.20 ».6 2 258,221 9°32 

6.987.148 7 GO SO] -0.4 1.5 248,262 °67 

686,220 SU4.965 9.6 3.7 165,284 167 

» U9 G48S 6.884.012 oN 14.7 177.604 187 
14,340,207 l 83,950 13.¢ 6.7 72.150 78 

3.978.136 S61900 ‘ 2.9 110.544 103 

8.062.608 s 1 796 to 11 648 197.¢ 

0.269.370 tO, 886.7438 0.9 2 0 S43.606 S47.( 

6,832,917 7,431,917 + 15.7 K&.8 19S.558 209,91 
tS AG 13 $92,413,113 1.¢ 23,258,797 24,519,4 
Aug. 28, 1938 6 Atlanta Georgian and Sunday American 
ued Aug. 28, 1939 lication Dee. 17, 1939 

24, 1939 ri Minneapolis Star and Journal merged A 

1938 S Newsday, new publ itior runch = 
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698,000 pieces of display material. 


Le Angeles, Nov. 20.—Closer co-| another 1,423,000 pieces were dis-| 
ordi: tion of all promotion and sales |tributed to the trade in response to 
effor and initiation of a radio net-| qirect mail and trade paper offers. 
work program were features of 1940/ Results reflected the more efficient 
adve: ising of the California Fruit) job done by the Exchange, which 
Grow rs Exchange, according to the| .ymmarized the improvement by | 
annu report just released here. | saying that “The aggregate f. o. b.| 
The «oal, the association said, WaS|return on Valencias sold in fresh 
to recch great rural markets more/form through the Exchange was | 
minu 


ely, without relaxing either much greater than in recent years; | 
adver ising coverage or merchandis-| jn fact, was greater than in nine of | 


ing effectiveness in important urban the ten preceding seasons. It was 78 | 
cente! 


aa per cent greater than a year ago and | 
Advertising assessments, set by) 1 per cent in excess of the five-| 
the Exchange board of directors, of | year average. The citrus crop pro- 


10 cents per packed box on lemons, | qyced and marketed from California 


3 cents on grapefruit, 5 cents on|anqg Arizona exceeded in volume 
oranges during the navel season, and that of any previous year. Cali- 


7 cents on Valencias, yielded the | ornia’s gain was 15 per cent. 
following sums: lemons, $610,000;| ‘These figures are given on mer-| 
grapefruit, $35,000; oranges, $1,515, chandising costs: 
000. The extra assessment On| ‘the average cost of all branches. 
Valencias resulted in the largest ‘of Exchange service for the season, 
campaign ever undertaken by the | excluding advertising, amounted to 
Exchange on a single variety. 15.34 cents a box. 
Division of Advertising | Cost of district exchange service | 
|averaged 0.94 cents a box, making 
Lemons and oranges shared 


; a total operating cost of 2.09 per| 
equally the cost of the Exchange |cent of the delivered value and 3.14! 
radio program, “Hedda MHopper’s| 


s , ; per cent of the f. o. b. returns. 
Hollywood,” which ran three times Tae combined coat for both mare! 
weekly on 29 Columbia stations | keting and advertising for the season | 
throughout the year on a 15-minute| equaled 4.07 per cent of gross sales. | 
basis. Navels received network ra- 


dio support and color pages in mag- THOMAS S. GAMBLE 


azines. Daily newspapers were used mp ; 
in Canada, Hawaii and the South-| Chicago, Nov. 19.—Thomas Se- 
ward Gamble, Chicago agency man 


west and spot radio supplemented ‘ ; 
other advertising in certain cities. @t one time prominent in the auto- 
motive field, died in Passavant 


A concentrated daily newspaper : 
campaign appeared in secondary | Hospital today of a coronary throm- 
bosis. Mr. Gamble, who was 52 


markets in Canada and Honolulu 
and 2.700 small town weeklies car- years old, had been ill only a week. 
ried Sunkist advertising throughout) Mr. Gamble joined Doremus & | 

Co., Chicago, in 1937, after oper- | 


the season. Outdoor advertising was ‘® , 
ating his own agency, Gamble & | 


also used extensively. 

Results of the Sunkist lemon ad- ©®-., for seven years. Prior to 1930, | 
vertising were highly gratifying, the he served Benson, Campbell and | 
report said, recent surveys indicat-| Slaten, which later became Benson, | 
ing that 8 per cent of all families, Gamble and Slaten. He was first | 
in the United States are now using| Cleveland manager, then came to | 
lemon and soda as a health drink, Chicago to become a partner. 

“Returns on offers made on the, Mr. Gamble, who was born in| 
radio programs for both lemons and/ Elyria, O., began his business career | 
ranges were the heaviest in Ex-|With Halle Brothers department | 
change history,” the report said.|Store in Cleveland. The promise of 
Both contest and premium offers the lusty young automobile industry 
were made during the year, each @ppealed to him, and he left the 

retail field to join the advertising 


requiring either six Sunkist lemon ? 
wraps or the trademarks cut from| department of White Motor Com- | 


| 


ix Sunkist oranges. More than 1,-|Pany. He resigned from White to | 
500,000 of these wraps or trade-| Shift to Detroit as an advertising | 
marks were returned, more than ¢xecutive with Maxwell Motors 
740,000 on one lemon offer alone./COmpany. 
More than 170,000 orange and lemon — 
ecipe books were distributed on| E. H. KASTOR 
ndividual requests in response to| Chicago, Nov. 20.—E. H. Kastor, | 
magazine and radio offers.” secretary-treasurer of H. W. Kas- | 
Although European sales and ad-|tor & Sons Advertising Company, | 
ertising came to a standstill, the|qied in Mercy Hospital here Mon- | 
‘eport explained, Sunkist advertis-|qay. He was 72 years old. 
ng activities continued through the| Mr. Kastor, one of the sons of 
Manila sales office and in Hong the founder of the agency, came to 
ng. In Manila, Sunkist radio| Chicago from St. Louis in 1908 to 
fograms and magazine copy in na-' open a branch office of the advertis- 
‘ve calects, English and Chinese, | ing company, which now makes its 
ere «upported with personal dealer | jome office here. He had been in 
ery and cooperative dealer ad-|the advertising business for more 
ers \g in newspapers. In Hong |than 40 years. 
ong. newspapers, magazines, pos- ‘i 2 
m ® d films were used, with con-| CLAUDE W. KRESS 
no Poon age lle neem New York, Nov. 18.—Claude W. 
ea | Kress, 64, former president of S. H. 
‘istribution of Displays |Kress & Co., chain store organiza- 
Re ning to a discussion of do- tion, died today. He started in the 
esti >romotion, the Exchange gave mercantile business at Nanticoke, 
~— Pa., in 1893, in partnership with his 
Whe You Think of PRESS CLIPPINGS brother, Samuel. He became head 
Think of of the Kress chain in 1925, retiring 
qe ES PPING ‘ast year. 
‘PRESS™ Bureau | jou 1. MEYERS 
We R More Newspapers and Periodicals Philadelphia, Nov. 18.—John | I. 
™ ce Read by Any Other Bureau in| Meyers, 46, a display advertising 
7Ch nbers St ~ Phone BA 7.1779 Salesman with the Philadelphia 


GIBBONS KNOWS CANADA 


FRANK S. WHITMAN 

Chicago, Nov. 22.—Frank S. 
Whitman, 66, veteran representative 
of Harper’s Magazine and Natural 


History, both of New York, died in | 


Ravenswood Hospital on Thanks- 
giving Day. Mr. Whitman's sales 
work was interrupted by service in 
two wars—the Spanish-American 
struggle of 1898 and World War No. 
1, during which he was a member 
of the American Expeditionary 
Force. 


Two Name Fairfax 


Lord Tarleton Hotel, 
Beach, Fla., and Ivel Furs, Inc., New 
York, have named H. W. Fairfax 
Advertising Agency, New York, to 
direct their accounts. 


operating a retail grocery in Colo- 


jrado at 12 per cent, plus 2 per cent 


for the cost of wholesale operations 
when they are conducted by a retail 
firm. 

The unfair practices law of 1937 


prohibits any merchant from selling | 


| goods at less than his wholesale cost 


plus his cost of doing business. 
Following the adoption of the 
resolutions, T. W. Henritze, divi- 
sional manager of Safeway Stores, 
tendered the resignation of his firm 
from the association and charged 


|that the association by adopting the 
|higher mark-up was using the un- 


P .|an instrument to fix prices. 
Miami | 


of Colorado 
Other 
members charged that the increase 


fair practices law 


will result directly in higher groc- | 


jery prices, while still others con- 


tended its effect on the consumer 


as | 


Rye ag® rp Pa ings | he ‘ i Se de Re 
November 25, 1940 ADVERTISING AGE 37 
quence nn noes a — —_ — — emaeneeenee eieliietnadienea : - a 
4 | some interesting figures on work Bulletin for 16 years, died Nov. 14. would be neutralized by lower 
{g ‘() Volume of done behind the scenes. The dealer| He joined the paper in 1918. Colorado Grocers prices on some items. 
|service staff made 99,643 fresh fruit — | Se 
jand extractor service contacts dur- JESSE A. SMITH Push Mark-ups to ° ° 
. |® ese a Se a . ay Ten Stations Join 
rus XC an e |ing the season. District offices made Chicano. Nov. 20.—Jease A. Smith 112% M a 
| 12,180 contacts with food outlets and| Chicago, Nov. 20.—Jesse A. Smith, | 14 /o inimum NBC Blue in South 
eating establishments. Sales depart- publisher of Telephone Engineer, Another ste he Nation: 
ment emplo es installed 4,300 per- died here today, aged 64. Mr. Smith} Denver, Nov. 19—At a stormy Broad esting Con ~ homey 
ploy 4 . was engaged in newspaper work for session of the Food Distributors As- = - gp § a oy © pet Sam to 
e manent, 1,109 floor and backbar dis- gag pap yen provide the Blue network with in- 
stents and 706 window Gaiters. many years. He left that field to sociation of Colorado Thursday, the dependent outlets from coast to 
‘. " Publications carrying Sunkist ad- publish the Transmitter, a technical | minimum mark-up on groceries | coast will be taken Dec. 15 when ten 
( loser Coordination, 'vertising made 19,105 retail contacts|P@PeF _In 1927, he bought Tele- | was increased from 9 per cent to 12/ new affiliates in the Southeastern 
-st Netw k R di pe ersonally installed displays in| PRone Engineer and came to Chi- and 14 per cent effective Nov. 25. | states of Georgia, North and South 
Firs oe _— /18 097 t “ ring th 7 i cago, where it was established in|The resolutions adopted at the Carolina, Tennessee and West Vir- 
Feature Year premetly preset irl yf tera Bevo 1909. ‘meeting fix the minimum cost of | 8!nia will join the network. As a 


result, the Red and Blue networks 
will have independent outlets in 
this territory for the first time. 
The new stations, which give the 
Blue network 86 outlets and bring 
the NBC total of affiliates to 218, 
are WGAC, Augusta, Ga., WCBT, 
Roanoke Rapids, N. C.; WEED, 
Rocky Mount, N. C.; WMFD, Wil- 
mington, N. C.; WMFR, High Point, 
|N. C.; WGNC, Gastonia, N. C.; 
| WHKY, Hickory, N. C.; WCOS, Co- 
| lumbia, S. C.; WJHL, Johnson City, 
Tenn.; and WHIS, Bluefield, W. Va. 


-. 
Carters Ink Manager 
Is Stricken 

Walter F. Wyman, 58, general 
sales manager of Carters Ink Com- 
| pany since 1922, and well known as 
a lecturer and writer on merchan- 
|dising and export subjects, died at 
ihis home in Arlington, Mass., 
| Nov. 21. 
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...floodlights stage 
Chicago’s picturesque old Water Tower... 
while Superior’s night staff is busily at work 
a few blocks away... saving precious hours 
for advertisers... affording time saving with- 


out overtime costs...on engravings...on ad 
setting. For quality work with quickness, 
remember Superior. Day and night service. 


SUPERIOR ENGRAVING COMPANY 


215 W. Superior St. 


Phone Superior 7070 


Chicago, Illinois 
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DEFENSE WORK 
CREATES VAST 
NEW PAYROLLS 


BUSINESS HUMS! \f 


BUYING POWER 
SURGES UPWARD 


j 


MERCHANTS AND 
RESIDENTS HAIL 
ARRIVAL OF NEW 
PROGRESS ERA 


Hitt weiedttitadts 


Gelearam « Sun 


Press - 


REPRESENTED NATIONALLY BY WILLIAMS, LAWRENCE & CRESMER CO. 


San Francisco Los Angeles 


“| GiGANTIC NEW 
#//,000,000 
DOUGLAS PLAN 


Note: Sunday Color Advertisers 
in Comic and Magazine Sections 


The Long Beach Press-Telegram is pleased to announce its association with Pacific 
Parade and Pacific Comics, represented by Newspaper Groups, Inc. Through the 
addition of the Sunday Long Beach Press-Telegram, 
lation and oT ae centers of the Pacific Coast 
placement. even associated coast newspapers Spokane Spokesman 
Review, Seattle Times, Portland Journal, Sacramento Bee, Oakland Tribune, Tacoma 
News Tribune, San Francisco Chronicle, Fresno Bee . 
_ Union, Long Beach Press-Telegram. NEwSsPAP 


coverage of the top eleven popu- 
now is available through one group 


Los Angeles Times, San Diego © 
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FHOTOGRAPHIC REVIEW 
cures OF THE 
WEEK 


This Esso 24-sheet will be seen during December on 5,000 boards throughout the 
18 states and the District of Columbia in which Esso gasoline is sold, another 
example of seasonal tie-up. 


FOOTBALLERS KICK THE BALL AROUND FOR DODGE 


Lets Go int ‘Huddle’ 
Let's Go into a ‘Huddle’ 


he 


An illustration in the fall rotogravure campaign of H. W. Gossard Company, This striking 24-sheet for Dodge trucks, currently on display throughout the country, was produced by Continental Litho 
which Florence Smith, advertising manager, calls ‘very successful.” Corporation through Ross Roy, Inc., Detroit. 


PRIZE WINNING PHOTOS IN NEWELL-EMMETT COMPETITION FOR ITS STAFF AND CLIENTS 


Show here are the prize-winning photographs in the fourth annual amateur competition sponsored by Whitmore, advertising supervisor, Western Electric Company. Third, fourth and fith prizes are shown in 
Emmett Company, New York, open to members of the agency staff and of clients’ organizations. order in the second row. At left, “Marine Corps,” by Harry McGinnis, N-E art director: center, “Nova 
will be on exhibit at the agency's offices through Dec. 6. First prize, upper left, is “The Glory Scotia,” by Robert S. Trowbridge, N-E copy staff; right, “It'll Take a Quart,” by Wilfred B. Talman, asso- 
@c by Allen Soloway, N-E art director. Second prize, upper right, is “Long Island Autumn,” by Will ciate editor of company publications, Texas Company. 
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ADVERTISING AGE 


November 25, 19.9 


Month after month, the advertising gains in the Sunday Herald- 
American have mounted. FOR TWENTY-SEVEN STRAIGHT 
MONTHS with never a miss! . .. It's just one phase of the spec- 
tacular rise of the Chicago Herald-American. Total gain in 
civeetiaien thus far in 1940 has been over 1,000,000 lines... 
Buy on a rising market! Buy the Chicago Herald-American! 
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